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Rough Proofs 


With Fred Vinson now chief 
justice of the Supreme Court of 
the United States, Centre College 
has another celebrated alumnus to 
place alongside Bo McMillen. 
1945’s football coach of the year. 

vv¥ssy 

Gladys the beautiful reception- 
ist says she sees that Cannon Mills 
won’t make any blanket price in- | 
creases, and she always thought 
they specialized in towels and 
sheets. 

7, FF F 

An advertising gossip sheet re- 
fers to “James R. Young, president 
of the Advertising Council,’ who 
is alleged to have been “wartime 
head of the Bureau of Foreign and 
Domestic Commerce.” 

This may not win the champion- 
ship for the most errors in the 
shortest space, but it will come 
pretty close. 
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When Chicago union typesetters 
told the newspaper publishers and 
job printers they would like to 
establish a basic hourly wage rate 
of $3.02, transmission of news by 
facsimile got its biggest boost. 

~~ © ¢ 

The newspapers report that Dr. 
Morris Fishbein, editor of the 
Journal of the American Medical 
Association, will no longer be the 
spokesman of the _ association. 
That’s all right—Morris will go 
right on speaking for himself. 
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“It has been well said,” remarks 
Eric Johnston, “that a good idea 
has no sense of birth and no pride 
of geography.” 

Something like the mule, which 
has. neither pride of ancestry nor 
hope of posterity. 

~~ | 

The British government does not 
intend “to sit idly by and let for- 
eign countries beam commercially 
sponsored programs to British 
listeners.” 

It may even consider the radical 


idea of improving BBC programs. | 
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A new booklet called “A Career 
with the Northwestern” explains 
the future of a life underwriter, 
but doesn’t tell what happens to a 
fellow who is just a plain life in- 
surance agent. 
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Chet Bowles and the OPAers are | 
watching the price situation with 
great interest. They’ll be terribly 
disappointed if the country doesn’t 


get a good dose of inflation. 
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Seals of Approval 
Code fo be Okayed 
by ASA This Week 


See New Draft Voted; 
‘Good Housekeeping’ 
Seal Not Covered 


NEw YorK—A “Proposed Amer- 
ican Standard Practice for Cer- 
tification Procedures” is expected 
to be approved by a committee of 
the American Standards Associa- 
tion scheduled to meet here on 
July 19. The standards for cer- 
tificates of approval, testing or 
guaranty were rewritten by a sub- 
committee of the ASA to meet ob-| 
jections of interested groups (AA, 
May 6). 

The standard is designed to! 
establish criteria for the use of) 
such terms as “approved,” ‘cer- 
tified,’ “tested,” and _ similar 
phrases which purport to show} 
that a product meets certain! 
standards of quality. 

The rewritten code defines the | 


| 
| 
| 
} 
| 
} 


scope of the standard by saying. 
that it “sets forth the approved | 
procedure to be followed in cer- 
tifications, construed to mean rep- 
resenting to the public conform-| 
ance with applicable standards, 
based on adequate and independent | 
sampling and examination by an} 
impartial and competent agency.” 


Won’t Cover Seals 
“Seals” such as those granted to | 
advertisers by such organizations | 
as Good Housekeeping and Par-| 
ents’ Magazine, which customarily | 
guarantee only replacement or re- 
fund if the consumer finds the 
product is “not as advertised 
therein,’ probably do not now fall 
within the scope of the ASA stand- 
ard. As originally written, the 
standard defined certification “in 
a general sense to comprehend all 
forms of public approval, certifi-| 
cation, listing, etc.” 
The rewritten code still says | 
that “the purpose of this Ameri- | 


proval, certification, or listing to 
the public,” but it is expected that 


spokesman. 


| gram was unleashed this week by 


BUTTER! - 


V4 Pound Given 


ate Uush 


With Each Cash | 


On Our New 10-Minute Auto Conveyor 


At Our Regular Price ‘1 
TODAY ONLY Between 12 & 4:30 P.M. 


SCARCE? IT'S FREE—While everyone 


scarcity of butter, a Hartford auto lau 


Gf? KUTO WASH | 


Corner HICKS & ANN STREETS ¢ HARTFOR? 


else is bemoaning the high cost and 
ndry not only gives the stuff away, but 


buys 340-line newspaper space to advertise its generosity. The free-butter 
fever has spread to New Britain, Conn., too, where Sachem Oil Co. has been 
offering a quarter pound free with 10 gallons of Esso. 


Senator Mitchell 
Hits $21,000,000 
WAA Ad Campaign 


Quotas, Supplies, 
Prices Unchanged 
at Furniture Show 


WASHINGTON—A_ broadside at-, 
tack on the $21,100,000 War Assets | 
Administration advertising pro- 


Retail Advertising 
‘Institute’ Makes 


Sen. Hugh Mitchell (D., Wash.), | 
who charges that WAA is adver- 
tising its wares without first mak- 
ing engineering and other studies 
which will enable the public to 
buy intelligently. 

The senator was _ particularly 
upset because WAA allegedly 
neglected to determine the peace- 
time potentialities of an aluminum 
plant at Tacoma and a munitions 
plant at Wenatchee in his home 
state. 

Using a _ full-page newspaper 

(Continued on Page 66) 


Elaborate Debut 


Cuicaco—‘Buyers are suckers. 
We were warned that there 
wouldn’t be anything to buy. So 
| here we are, and there isn’t any- 
| thing to buy.” 
| 


That was the way one of the 
30,000 or so retailers, here for the 
two-week midsummer furniture 
show at the American Furniture 
Mart, Merchandise Mart and Chi- 
cago Arena, summed up the buy- 
ers’ position this week. 
| “We all want more,” the Read- 

(Continued on Page 66) 


Last Minute News Flashes 


can Standard Practice is to pro-| ‘ ° 
vide a standard procedure for ap-| 2Ullivan, Stauffer Adds Two R&R Executives 


New YorK—The exodus of Ruth 


rauff & Ryan personnel to the new 


Sullivan, Stauffer, Colwell & Bayles agency continued this week. 
the term “listing” will be ques-| Daniel J. O’Meara, in charge of drug merchandising at R&R, and J. E. 
tioned by Good Housekeeping’s | Connor, in charge of food merchandising, will join the new agency’s 


| merchandising department, with Mr. O’Meara in charge. Mr. O’Meara 


With the most widely known | was formerly eastern sales manager of Plough Chemical Company and 
and advertised seals thus appar- | Mr. Connor was a divisional sales manager for Minnesota Valley Can- 


ently excluded from its scope, the | 
standard says. that “wherever | 
available the standards employed, | 


including specifications and meth- | 


'ods of testing, shall be nationally | 


Dorothy Dix has been writing | recognized or those which have | 


her column for fifty years, the: 


New Orleans Times-Picayune | 


says, and chances are she would 
agree with advertising men that | 
human nature never changes. 
vows 
“America’s best dressed girls | 
are cover girls,” says the ad. 
And occasionally they are the) 
best undressed girls. | 


2. 2 | 


Chambers & Wiswell are using | 
homing pigeons to speed returns of | 
research material. If they could | 
succeed in crossing them with | 
owls, they could discontinue the | 
research department. | 


Copy Cus. | 


‘Creative man 


(Continued on Page 65) 


' finds some ads he really | 
likes, Page 45. Other 


ning Company. 


Magazine Copy Promotes 


Lectric Shave 


GLASTONBURY, CONN.—J. B. Williams Company has begun a cam- 
paign for Lectric shave, a before-shaving application for users of 
electric razors, with insertions on alternate weeks in Life. The Satur- 


day Evening Post will be added in 


son Company is the agency. 


August. Direct promotion through 


_ manufacturers of electric razors is also being used. J. Walter Thomp- 


Dorset Introduces New Dehydrated Consomme 
New York—Dorset Foods Ltd., Long Island City, packager of poul- 
try and poultry products under the Dorset De Luxe brand, will use 


newspapers in 13 cities throughout 


the country this summer to intro- 


Retail Promotion 
Costs Off Sharply 
as Sales Zoom 


NEw YorK—A view of retailing 
economics for the past 10 years 
for department and _= specialty 
stores is provided by a report of 
the controller’s congress of Na- 
tional Retail Dry Goods Associa- 
tion. Called “1945 Departmental 
Merchandising and Operating Re- 
sults of Department Stores and 
Specialty Stores,” the book was 
compiled by Kenneth P. Mages, 
general manager of the congress. 

The book reveals, for example, 
that both sales and transactions 
moved up during 1945, sales climb- 
ing 11%, transactions by 5%, a 
reflection of a cheaper dollar. The 
average gross sale has climbed 
sharply since 1939—in 1945 it was 
$3.41, in 1939 it was $2.23, in 1935, 
it was $1.96. Part of this increase, 
too, is attributable to higher 
prices. 


Newspaper Costs Down 


Net sales per employe were 
$6,062 in 1935, rose to $7,208 by 
1939, and hit $12,268 in 1945. This 
figure includes non-selling em- 
ployes, but eliminates delivery and 
workroom employes. 

In 1945, sales were analyzed for 
the first time with a “number of 
transactions per _ salesperson,” 
which last year was 7,851. 

Newspaper costs, which repre- 
sented 3.4% of sales in 1935, were 
down to 1.9% by 1945, a typical 
reflection of rising sales volume. 
The highest cost year, percentage- 
wise, was 1938, when a minor re- 
cession forced newspaper costs’ 
percentage to 3.5% of sales. Sales- 
people’s salaries have become a 
progressively less important item, 
percentage-wise. In 1938, the per- 
centage of salaries to sales was 
6.8, while in 1945 it was 5.7. 

The survey is available from 
NRDGA headquarters at 100 W. 
31st St., New York 1. 


U.S. Population 


Tops 140,000,000; 
Birth Rate Lower 


WASHINGTON—The nation’s pop- 
ulation has topped the 140,000,- 
000-mark and its birth rate— 
though somewhat lower—is still 
holding above the prewar level, 
the Census Bureau _ reported 
Thursday. 

The U. S. population on Jan. 1, 
1946, was 140,386,509, an increase 
of 6.6% since the last census in 
1940, the bureau estimates. The 
six-year increase in population is 
set at 8,700,000. 

The bureau says the “national 
increase” in population, or the 


|duce Jellied Consomme Madrilene Mix, a dehydrated consomme. | net excess of births over deaths, 


| Product will be packaged in small boxes, each containing six two-| hit a peak of 930,000 during the 
portion aluminum foil air-tight envelopes. Cost will be “Less than 
five cents a portion.” S. Duane Lyon, Inc., New York, is the agency. | to 720,000 during the last half of 
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’ John Ladd Joins Lucien Lelong 


Cuicaco—John W. Ladd, for the past several years with the drug s . ' 
products division of Procter & Gamble Company, Cincinnati, and| idly during the early years o 
previously advertising manager of United States Building and Loan | World War II and although it has 


cago perfumer. 


(Additional News Flashes on Page 71) 


| 
| 
| 


| 


last half of 1942. It declined 
1945, however. 


The birth rate moved up rap- 


2| League, has been named vice-president of Lucien Lelong, Inc., Chi- | fallen below the 1943 level is still 


above the rate maintained before 
the war. 
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Parkay Promotion 
Helps Dealers 
Explain Shortages 


CuiIcaGo—To help pull some of 
the complaining customers off the 
necks of harassed food dealers, 
Kraft Foods Company is currently 
distributing to dealers a broad- 
side including a panel for store use 
telling all who want to know why 
there isn’t more Parkay, Kraft’s 
margarine. 

In the copy, Kraft is reminding 
shoppers that despite a world- 
wide shortage of fats and oils, 
U. S. civilian demand has reached 
a new high with the current de- 
mand threatening to put the an- 
nual individual consumption at 50 
pounds per person, eight pounds 
more than the 1945 figure. 

“Don’t blame your food dealer!”’, 
Kraft declares, “he’s clamoring for 
more Parkay margarine just as 
you are. .’ Kraft also points 
out that margarine makers are 
still operating under government- 


controlled allocations of fats and 
oils. The broadside is part of a 
continuing campaign to keep con- 
sumers informed. Needham, Louis 
& Brorby, Chicago, is the agency. 


Glasser-Gailey 
Names Ney N.Y. Head 


The Los Angeles advertising 
agency of Glasser-Gailey & Co. 
has appointed Richard T. Ney 
manager of its New York office 
at 32 E. 57th St. 

Mr. Ney was with J. Walter 
Thompson Company for three 
years, as account executive on 
consumer and industrial advertis- 
ing for the the Reynolds Metals 
Company. Before joining JWT, he 
was with N. W. Ayer & Son as 
newspaper space buyer on the 
Ford Motor Company dealers and 
branches account. 


Nelson Names Colby 


Walter B. Colby, formerly pub- 
lic relations director of the Chi- 
cago Bridge & Iron Company, has 
been named general sales manager 
of Swain Nelson Company, Glen- 
view, Ill. 


CBC to Install FM 


The Canadian Broadcasting Cor- 
poration will install a frequency 
modulation station on the top of 
the Canadian Bank of Commerce 
building, Toronto, With the call 
letters VE9SEV and operating on 
99.1 megacycles, CBC’s_ second 
250-watt transmitter (the other is 
in Montreal) is to broadcast ex- 
perimentally on that power for 
approximately three months and 
later will increase its power to 
three kilowatts. 


WGNB Increases Power 


To increase the power of WGNB, 
Chicago Tribune FM station, two 
and one-half times, a _ 50-foot, 
four-bay type, short wave an- 
tenna was raised to the top of 
Tribune Tower. 


Westinghouse Elects Knox 


William E, Knox, vice-president 
of the Westinghouse Electric In- 
ternational Company, New York, 
has been elected president and 
general manager, succeeding John 
W. White, who has resigned to 
become director general of In- 
dustria Electrica de Mexico. 


In 77/7 Years... 
The Ladies Haven’t 


Changed Their Minds! 


@ That was before Eve spent most of Adam’s paycheck, 
back there in 1869, when The Indianapolis News was founded. 
Even so, the paper made an immediate hit with women. 


In the ensuing years, as the ladies have controlled ever- 


increasing percentages of the family spending, The News has 


exerted more and more effort to appeal to the distaff side of 


the house. Result—lively, interesting features which are 


“must” reading for the women of Indianapolis and the 33 


surrounding counties. Result of that—confidence in News 


advertising unrivalled by any other newspaper in the terri- 


tory. It’s that confidence that bridges the gap between interest 


and action ... at lowest cost to the advertiser. 


Argue that women are fickle if you want 
to, but on one point they’ve stood firm. 
In 77 years they haven't changed their 
minds about The Indianapolis News. It’s 
still first in pulling power with the women 


of this high-income market. 


NEW YORK 17—Dan A. Carroll, 110 E. 42nd St. 
CHICAGO 11 —J. E. Lutz, Tribune Tower 
INDIANAPOLIS 6—Jos. F Breeze, Advertising Dir. 


—In Daily Circulation 


—In Advertising 


—In the Hearts of Hoosierdom 


THE GREAT HOOSIER DAILY ALONE DOES THE NEWSPAPER JOB 


Tucker Torpedo 
ls Newest Entry 
in Auto Field 


CuiIcaco — Booming into the 
postwar automobile field with 
striking departures from conven- 
tional design, the as yet unborn 
Tucker Torpedo, streamlined, 
four-wheel drive, rear-engined 
automobile will go into production 
at the former Dodge-Chicago war 
plant here about Jan. 1, 1947. 

The new car will be produced 
by the Tucker Corporation headed 
by Preston Tucker, president of 
Ypsilanti (Mich.) Machine Tool 
& Die Company, 42-year-old in- 
dustrialist who before the war was 
associated with the late Harry 
Miller, who designed engines for 
racing cars that won 11 Indianap- 
olis Speedway races. 

First promotional plans will 
probably include copy in about 75 
newspapers in 40 counties where 
about 90% of the total U. S. auto- 
mobile volume is reported. The 
initial promotion will appear in 
mid-September or early October. 
No other copy is anticipated un- 
til production actually begins and 
no agency has been definitely 
named. 

12,000 Dealerships Asked 

About 12,000 applications for 
dealerships have been received 
by the new corporation, and Tuck- 
er hopes to develop a force of 
about 3,000 but no definite plans 
for franchises have been worked 
out. 

Cost of the new car is estimated 
at $1,300 to $1,600. Reminiscent 
of the days of the Model T when 
“you can have any color you want 
as long as it’s black,’ Tucker is 
offering only one body style, a 
four-door sedan, in a choice of 
eight colors, making available 16 
color combinations. 

The Tucker Corporation expects 
to spend initially about $15,000,- 
000. Under the current rental ar- 
rangement with the War Assets 
Administration, the corporation is 
to pay rental of $600,000 the first 
year, $800,000 the second and $2,- 
400,000 the following three years, 
with an option to buy the plant 
outright for $30,000,000. 

The plant, said to be one of the 
largest in the world, will employ 
about 35,000 persons and will op- 
erate two 100-car assembly lines 
when production is begun. UIti- 
mate production goal is 1,500 cars 
daily. 

The car will use a liquid cou- 
pling system similar to Chrysler 
fluid drive and the Hydramatic 
drive of Oldsmobile and Cadillac, 
which will eliminate the trans- 
mission, drive shaft and differen- 
tial. Weight of the car will be 
about 2,000 pounds, about 1,000 
pounds lighter than comparable 
models. It is expected to have a 
top speed of about 130 miles per 
hour. 

With Preston Tucker in the new 
company are Ames E. Brown, for- 
merly vice-president and general 
manager of the Canadian division 
of General Motors; Fred Rockel- 
man, formerly head of the Ply- 
mouth division of Chrysler; Rob- 
ert Pierce, formerly  secretary- 
treasurer of Briggs Mfg. Company, 
and Robert Jack, formerly chief 
engineer of the Oldsmobile di- 
vision of General Motors. 


Industry Writers Elect 


Emerson Russell, head of Emer- 
son Russell Public Relations 
Agency and editor of Emerson 
Electric Company’s newspaper, has 
been elected president of the In- 
dustrial Press Association of 
Greater St. Louis. Other officers 
elected are Robert Kunkel, vice- 
president; Lynette Tooley, secre- 
tary, and Henry McInerney, treas- 


/ urer, 


Advertising Age, July 15, 1946 


American Institute 
of Laundering 
to Donahue & Coe 


JOLIET, ILL.—The American In- 
stitute of Laundering, national 
trade association of the laundry 
industry, has switched its account 
from C. C. Fogarty Company, Chi- 
cago, to Donahue & Coe, New York. 
Plans are now being made to re- 
sume “in full scale” a program 
held up by the war, to acquaint 
the retail trade and public with 
the institute’s “laundry tested and 
approved” seal. 

The war-delayed campaign will 
include advertising in textile and 
other trade publications, which 
will be tied in with a direct mail 
promotional drive to reach laun- 
dry operators, retail outlets and 
consumers; an educational cam- 
paign in schools’ emphasizing 
launderable fabrics; and national 
magazine copy on a limited scale. 

Details of the campaign are to 
be worked out at a meeting of in- 
stitute leaders here during the last 
week in July. 

The institute, which now in- 
cludes 4,000 laundry members, was 
organized in 1883 as the Laundry 
Owners National Association of 
the United States and Canada. In 
its own building here it operates a 
completely equipped model laun- 
dry serving the local community, 
which functions as a pilot plant 
for the industry; a testing and 
development laundry; a_ school 
offering complete courses for men 
entering the field and_ short 
courses for laundry owners, super- 
intendents and foremen; chemical 
and fabric testing laboratories, 
and departments of production, 
engineering, textiles, washroom 
methods and accounting. 

The organization also maintains 
an advertising service depart- 
ment which creates and distributes 
sales promotion material to mem- 
ber laundries. 


‘Red Barber’ Named 
CBS Sports Director 


Heavier emphasis on sports at 
CBS is seen in the network’s ap- 
pointment last week of R. L. “Red” 
Barber, well known sportscaster, 
to a new post of director of sports. 
Ted Husing, chief CBS sports an- 
nouncer since 1937, leaves the net 
Aug. 8 to free lance. 

Mr. Barber, former Mutual 
sportscaster, recently has been 
covering the Brooklyn Dodgers 
for WHN, New York. He has a 
contract with P. Lorillard Com- 
pany, for Old Gold cigarets, which 
has two years to run. 


Plans Men’s Nylons 


Plans for a full line of men’s 
nylon socks were announced by 
Holeproof Hosiery Company, Mil- 
waukee, at the company’s recent 
sales meeting, the first one held 
in five years. 


@ Please help avoid the 
hoarding or waste of 


AT LEADING PAPER MERCHANTS 


THE MARTIN CANTINE COMPANY 
— SAUGERTIES, N. Y. 


i 2 Ps 4 
se | i | | 
oe 
| 
— _ 
7 vena PO 
| | | 
WD! WAP IOS NiEWic Qi 
/ Les | 
sce 2 ee = | 
Aa 
Px 
33 ee 
a ee 
Se 
sii =S | 
, —— @€ nz 
" ——7 | \) paper. 4 
es NING aw | | / NY 
orenh patio’ | | = W ye 
_pvio § at THE INDIANAPOLIS NEWS : (oil 
: wi\ po is ? ‘\ 
| a 
| | 
a 


fadustryses Cooperate 
in Plan tor Nine 


$ OUTLINED 


AWARDS TO 15 


poomnoceeet 


WHAT IS ESSENTIAL? 


(An Editorial) 

Within the last few days the nation has been shocked by disasters li 
involving institutions in various parts of the country. An appalling 
toll in life and property has been taken. Amid the cries of the 
anguished thete have arisen the cries of accusation. Claims and|i 
counter-claims are being aired in courts and in coroner’s hearings. 

The laws of probability and the knowledge of difficulties still 
facing institutional managements in the maintenance and operation 
of their properties, make the statement that additional tragedies 
will occur, more than a prediction. These conditions make it a 
certainty unless a reappraisal of the institutional field is made with- 
out delay. 

Institutions hold in their care the lives of millions. Even under 
most extreme conditions, institutional managements are accus-|: 
tomed to exercise every possible precaution to protect their patrons, 
guests and patients. 

In this complicated civilization, however, safety rests upon many 
factors, some within and some outside the control of management. |‘ 
You cannot protect the occupants of a 20-story building by good 7 
wishes or a set of employee rules and regulations. Makeshitt re- 
pairs in place of new equipment made necessary because of 
hampered production—remodeling and building plans unexecuted|! 

at P 1 
because of recent restrictions—these cannot be expected to provide 
the safeguards upon which our mode of living now depends. 

Protection is through adequate installations, constantly main- 
tained at peak efficiency. Most of the thousands of products needed 
for this are not now available to institutions in sufficient quantity 
to protect the millions of persons in their care. 

Where does the responsibility lie? It rests with those who are 
hampering production. It is on the doorstep of those who are 
diverting raw materials from one type of manufactured product 
for one end use to another type of product for some other end use. 

Institutions throughout the country, in repeated surveys con- 
ducted by INSTITUTIONS Magazine, have gone on record as 
being anxious to bring their properties up to highest possible 
standards. Plans have been drawn, budgets have been made and 
approved and money has been earmarked. The most recent survey 
shows that institutional managements are ready and waiting to 
spend more than ten billion dollars. 

The safety record of American institutions has been excellent. 
Even during the period of war shortages this record was main- 
tained. But we are no longer at war.... and there must come a 
time when patched equipment is beyond repair; there must be an 
end to makeshift and continued obsolescence. 

(Note: INSTITUTIONS Magazine is now preparing facts on the present 
inadequacies of installed institutional equipment. This data will be 
brought to the attention of official Washington. To supplement this, 
readers are urged to write and tell us of specific examples in their 
institutions of repairs, remodeling and new construction which have 
been ordered but which cannot be started or completed. In each case, 


reasons and full details should be given. Watch forthcoming issues for 
this material—Ed.) 


tT 
Here ARE THE ESSENTIALS 


INSTITUTIONS 


tions. 


ne of a long line of instances upon which acceptance of 


i ditorial represents just o ; , 
Me —— INSTITUTIONS Catalog Directory have been built. + seilaiiinialcaiiai 
~ ‘tutional Field have available to them throug » advan 
ha 10 Billion Dollar Market. A basic essential for her a a ni 
| . 
; . In reaching the buying tac . 
have among their — pie prime essentials. For details 


Consult Your Advertising Agency. 
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Waterman Defies 


CAB; Launches 
Caribbean Flights 


New YorK—Waterman Airlines, 
a subsidiary of Waterman Steam- 
ship Corporation, broke news- 
paper advertising this week in 
New York, advertising its flights 
to Puerto Rico. Advertisements 
have appeared in the New York 
Times and La Prensa, through 
Morris Timbres Advertising, Mo- 
bile, Ala. 

The company’s headquarters are 
in Mobile, and it has been oper- 
ating trans-Caribbean cruises for 
a number of years. Waterman ap- 
plied for a license to operate an 
airline across the Caribbean in 
1941, and the Civil Aeronautics 
Bureau delayed its decision for a 
year. In the meantime, the out- 
break of the war delayed the bu- 


reau’s decision until this year, 
when it finally refused Water- 
man’s application. 

The company has applied for a 
rehearing of the case, and has de- 
clared that in the event CAB re- 
fuses to rehear the case it will 
seek redress in the courts. 

Waterman, along with Matson 
Steamship Lines, is active in the 
Sea-Air Committee, an associa- 
tion formed in Washington to rep- 
resent the steamship operators in 
their efforts to establish airline 
routes. Matson, incidentally, an- 
nounced its intention this week of 


establishing a non-scheduled serv- 
ice from California to Hawaii. 


Not Under CAB Rule 


Although the advertisements do 
not make it plain, company offi- 
cials said the projected flights to 
Puerto Rico are non-scheduled, 
and hence do not come under 
CAB’s jurisdiction, although CAB 
has promulgated tentative rules 
for the industry. By advertising | 
in the newspapers, and soliciting 
passengers, the airline has already | 
broken some of CAB’s rules (AA, | 


July 1). Among the projected 
rules is a prohibition against over- 
water flights. 

The first flight will leave New 
Orleans on July 15, San Juan on 
the 16th, arrive New York on the 
17th, leave the same day for San 
Juan, leave San Juan on the 18th 
for New Orleans. 


COURT TEST OF CAB 
RULES IS LIKELY 

WASHINGTON — Steamship _ lines 
and the CAB may finally be head- 
ing for a court test of their long- 
standing differences, as Matson 
and Waterman Line subsidiaries 
try to set up “non-scheduled”’ air 
service to the U. S. territories. 

If the test comes, it will prob- 
ably be based on a charge that the 
steamship subsidiaries are engag- 
ing in common carrier activities 
without the necessary certification. 

By working through subsidiaries, 
the shippers can avoid a direct 
test of provisions of the Civil 
Aeronautics Act limiting surface 
carriers’ control of air transpor- 
tation firms. 


But CAB is not likely to ignore 
public advertising of flight serv- 
ices flouting a proposed rule 
zoning all.non-scheduled operators 
out of the over-water trade. 

Only three weeks ago, in New 
Orleans, CAB vice-chairman Os- 
wald Ryan bluntly invited the 
shippers to meet the board in 
court if they do not like the 
treatment they are getting. 

Holding that surface carrier 
operation of aircraft must be 
“auxiliary and supplementary to 
surface carrier operations,’ Mr. 
Ryan said: “A court review would 
forever lay at rest the charge that 
the board misconstrues the intent 
of Congress.” 


Writing New Rules 


Currently CAB is writing rules 
to prevent non-scheduled oper- 
ators from competing directly with 
the certified airlines in the han- 
dling of freight and passenger 
traffic. 

In the course of this drive, it 
has held that two non-scheduled 
airlines—Page Airlines and Trans 
Marine Airlines—exceeded their 


There was dust 


on the hill... 


@ There was dust on a hill between Santos and Sao Paulo 


down in Brazil . . . Dust made by men and machines cut- 


ting a road through the countryside .. . 


Cars, trucks and buses pass over this road now . . 


. the 


men who built it are gone . . . They are building roads 


through other hills . . . they are building new homes... 


new industries... 


Men just like them are building new things in every 


American Republic below the Rio Grande . . . And most 


of them are using construction machinery manufactured 


BUSINESS 


right here in the United States ... 


And all over Latin America engineers, contractors, gov- 
ernment officials, importers and key buyers are learning 
more about U. S.-made equipment and methods by read- 


ing INGENIERIA INTERNACIONAL CONSTRUCCION: 


When you tell your export sales story to the people who 
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read 


INTERNACIONAL CONSTRUC- 


CION, you tell it to those who actually buy machinery 
as well as to those who influence purchases made by 


others. 
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rights because they “held out” a 
service to the public by means of 
advertising and publicity. 

On the assumption that the non- 
scheduled service should be con- 
fined to “charter” business, CAB 
will not permit these operators to 
imply that they offer a regular 
service. Pending rules limit them 
to a maximum of 10 flights 
monthly between any two points, 
and prohibit over-water flights. 


Sinatra to Pinch Hit 
on Pearson Program 


Frank Sinatra, who is under 
contract to P. Lorillard Company 
as a radio singer but recently 
made a guest dramatic actor ap- 
pearance on U. S. Steel’s “Hour 
of Mystery,” soon will turn up as 
guest commentator for still an- 
other sponsor. 

Sinatra will be one of six pinch- 
hitters—another is Harold Ickes— 
taking over for one week each 
during Drew Pearson’s six-week 
vacation from the Frank H. Lee 
Hat Company program over ABC, 
beginning July 28. Mr. Ickes will 
handle the first week’s commen- 
tary, Sinatra the second. Agency 
for the program is William H. 
Weintraub & Co. 


Frigidaire Presents 
Film on Frozen Foods 


“Frozen Freshness,” a 30-min- 
ute, full-color, sound film about 
frozen foods presented jointly by 
Frigidaire division of General Mo- 
tors Corporation, Dayton, and the 
General Motors department of 
public relations, describes the va- 
rious steps necessary for process- 
ing fresh fruits, vegetables and 
meats as well as the freezing of 
previously cooked foods. 

The film is being made available 
to home economists’ groups, 
women’s clubs, cooking classes 
and other civic, social and frater- 
nal groups without charge upon 
written application to the public 
relations department, General Mo- 
tors Corporation, 1775 Broadway, 
New York, or 405 Montgomery 
St., San Francisco. 


Modern Age Agency 


Incorporates, Expands 

Modern Age _ Advertising 
Agency, formerly a_ partnership 
between Jerome Beigel and Larry 
Lowy, has been incorporated as 
Modern Age, Inc., and expanded 
to larger space at 1250 Broadway, 
New York. Mr. Beigel will be 
president and Mr. Lowy, vice- 
president. The management re- 
mains the same. 

Rose Waldorf, formerly on the 
copy staff of Saks Fifth Avenue, 
has joined the agency as account 
executive and copywriter, and 
Lenci Leon, formerly with Millin- 
ery Monitor, has joined as art di- 
rector. 


Appoints Ratner 

Unexcelled Chemical Corpora- 
tion, New York, manufacturer of 
448, a non-toxic insecticide de- 
veloped by the Navy during the 
war, has named Victor M. Ratner 
Company to handle a special pub- 
lic relations and promotional cam- 
paign. The company, which be- 
fore the war was engaged prin- 
cipally in making fireworks, places 
its advertising through Kelly- 
Nason, New York. 


THE PAST IS GONE 
WE FACE TODAY! 


Since 1907 The Sheboygan 
Press has served Sheboygan 
with forward-looking policies, 
resulting today in a net paid 
concentrated circulation of 
23,197 ABC which is building 
record sales for advertisers. 
This Wisconsin market must 
be sold from here. 
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The ie nn we Ts Oe 


For instance...The Chicago Sun now has 


more news, more sports, more comics, more 
features, MORE READERS and MORE ADVERTISING! 


Top news coverage in Chicago... wih 
more news services than any other Chicago news- 
paper (Associated Press, United Press, New York 
Herald Tribune, North American Newspaper Alli- 
ance, Chicago Sun News Service, featuring The Sun’s 
own Washington Bureau and foreign staff), The Sun 
keeps its readers fully and authoritatively informed on 
what’s going on—locally, nationally and internation- 
ally. And The Sun departmentalizes its news and fea- 
tures, so that readers can find what they want when 
and where they want it... and advertising gets an 
even traffic through the paper. 


The Sun’s Washington Bureau... under 


famed Bascom Timmons, maintains ten news ex- 
perts to ferret out, analyze and interpret for Sun read- 
ers today’s important news from the nation’s capital. 


Andin other countries...The Sun has 


placed eleven able, far-seeing correspondents in world 
news spots as “watchdogs” of American interests and 
American people, to report the news honestly and 
truthfully, without bias or personal opinion. (Did you 
see in the April 19 issue of T7de where Francis Wil- 
liams, advisor to Prime Minister Attlee, rates The 
Sun’s Frederick Kuh the ablest diplomatic reporter in 
Britain or America?) 


Sun feature writers...men of divergent 
views like Sumner Welles, Walter Lippmann, Harold 
Laski, Kenesaw Landis, Samuel Grafton, Thomas L. 
Stokes, all write for The Sun so that Sun readers can 
get both sides of all important questions—and all the 
facts that make them easier to understand. 


The women’s pages... designed for today’s 


women, with society, fashions, club news, help with 


the children, avd Mrs. Ethel Somers, The Sun’s na- 
tionally-known Food Editor. Acknowledged an expert 
by authorities in the food field, Mrs. Somers writes 
for Sun readers seven days a week ... as one practical 
housewife to another. The Sun's big Friday food pages 
have been built up to a point where they demand the 
attention of Sun readers who buy groceries. 


For men...full all-year ‘round coverage of all 
sports, with action pictures that have won many an 
award ... full coverage too of business and finance, 
with complete stock and bond tables. The Sun is the 
only newspaper in Chicago that carries an advertis- 
ing news column. 


In addition...the Sun publishes the only 
complete weather map and report in Chicago. And 
as far as we know, The Sun is the first large metro- 
politan newspaper to have a regular dental column 
{in addition of course to its regular column on health). 
Comics?—Two full pages including such national 
favorites as Nancy, Mutt and Jeff, Barnaby. Remember 
Sad Sack? He’s back in The Sun, too, to keep Bill 
Mauldin’s Willie and Joe company. And in the fall 
Milton Caniff joins The Sun staff. 


Chicagoans like The Sun...so The Sun is 
consistently growing. Look at these daily circulation 
figures from the March 31st statements to the A.B.C. 


1943 291,564 
1944 298,360 
1945 339,307 
1946 358,548 
and in June 1946 390,697 


Why not let your nearest Sun representative show you 
how The Sun has produced for advertisers at low cost? 


400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue « NEW YORK: 230 Park Avenue « Atlanta + Charlotte « Dallas « Detroit « Kansas City « Los Angeles © Memphis « St. Louts « San Francisco 
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Dr. Louis Weld, 
Market Research 
Pioneer, Dies 


GLOUCESTER, Mass.—Dr. Louis 
D. H. Weld, 64, director of re- 
search for McCann-Erickson, Inc., 
advertising agency, died July 7. 
Funeral services were held July 9 
at the Waterman chapel, Boston. 

Dr. Weld was one of the adver- 
tising profession’s 
figures, and a pioneer in market 
research circles. 


Hyde Park, N. Y., in 1882, and 


trained as an economist, receiving. 
his Ph.D. at Columbia University. | 


|vania, and later, 


_of the youngest professors at Yale 
| University. He also lectured at 
the University of Chicago. 

Dr. Weld’s interest in distribu- 
tion led him to publish in 1916 
“The Marketing of Farm Prod- 
ucts,” which remains today as a 
principal text in many colleges. 
In the same year, he joined Swift 
& Co. to develop a commercial re- 


most prominent | ~~ 2 
P |signed to become director of re- 


He was born at| S¢arch for McCann. 


search department, which he 
headed until 1926, when he re- 


Wrote Many Articles 


He was a founder and one of 


He taught economies and market- | the first presidents of the Ameri- 


ing at the universities of Wash- | 


can Marketing Association, and 


as professor of | 
| business administration, was one} 


other organizations. He was at 
one time chairman of the research 
committee of the American As- 
sociation of Advertising Agencies, 
a member of the board of gover- 
nors of the Cooperative Analysis 
of Broadcasting, and active in the 
Market Research Council. He alSo 
was often called to Washington 
by the Department of Commerce 
to serve on its advisory commit- 
tees. 

In later years, Dr. Weld found 
time to write many articles on 
marketing and business problems 
in leading business magazines. An 
article of his on copy testing ap- 
peared in the June 28, 1946, issue 
of Printers’ Ink, for which he con- 
ducted the weekly advertising in- 
dex. He also developed regional 


ington, Minnesota and Pennsyl- also held prominent posts in many | trade barometers for the 29 regions 


of the United States, which were} 


published monthly by Dun & 
Bradstreet. 


Kinney Names Guilford 


G. R. Kinney Company, New 
York, has switched advertising on | 
Educator, shoes from Abbott Kim- 
ball Company to the ng Ad- | 
vertising Agency, New Yor 


Jahnke Advanced 


George T. Jahnke, in charge of 
advertising of Liquid Carbonic 
Corporation, Chicago, since 1919, 
has been appointed director of ad- 
vertising. 


Howard Opens Studio 


John Howard, illustrator for na- 
tional advertising, has opened of- 
fices at 450 E. Ohio St., Chicago 11. 


I'm your new maid, it said 


But you look like a mechanical dish- 
washer to me, | said. Never mind about 


that, it said, you just 


take over. 


Waar do you have up your sleeve 
for the great buying public? Please 


remember that a flourishing segment 


relax and I'll 


public is probably easier to reach 


the Philadelphia 


of that public is in Philadelphia, third 
largest market of the U.S. 


Please remember, too, that this 


than any other big-city population. 
It is simply because 4 out of 5 of 


read one newspaper. 


families regularly 


That newspaper is The Evening 
Bulletin. It has a circulation exceed- 
ing 600,000, 
culation in America. It spends the 
evening with most Philadelphia fam- 


the largest evening cir- 


ilies and helps guide them in shopping. 
In Philadelphia — nearly everybody reads 


The Bulletin 
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OPA Tug-0 -War 
Continues; Food 


| 


Index Hits High 


| WaAsHINGTON—The upsurge of 
commodity prices as the great de- 
control adventure gathered mo- 
mentum this week continued to 
| be a critical barometer as both 
sides in the price control fight 
sought to prove that their pre- 
June 30 predictions were coming 
| true. 

Anti-OPA groups contended that 
nothing really bad has happened 
since OPA expired, and that in- 


| flationary tendencies will be 
;checked rapidly as_ production 
| made itself felt. 

| Most government economists 


contended, on the other hand, that 
the initial upsurge was worse than 
|they shad anticipated and that 
|rising commodity prices gave 
_warning of a 30 to 50% increase 
| in the cost of living. 

| Both sides were hedging their 
statements by referring to the un- 
natural state of a market which 
is neither controlled, nor free of 
the threat of control. 


Claim Production Delayed 


| Anti-OPA people contended that 
|fear of control is preventing the 
full production that would check 
price rises. Price control advo- 
cates said many big firms are re- 
fusing to pay increased basic com- 
modity prices until they are sure 
OPA is dead and that they will 
not be caught with expensive in- 
ventories. 

In eight days, the Bureau of 
Labor Statistics reported 28 basic 
commodities had increased 11.1% 
compared with a 15% increase 
under the last three years of price 
control. More critically, 12 food 
items were up 22.7% compared 
with 14.6% during the three-year 
period. 

Considerable controversy  sur- 
rounded the food price increase, 
with producers contending that it 
reflected only the elimination of 
subsidies. Although the Agricul- 
ture Department predicted meat 
would settle 15 to 20% above the 
OPA ceilings, pro-OPA senators 
claimed that on the basis of latest 
Chicago quotations it might be 
35%. 

Considerable attention also was 
paid to the Dun & Bradstreet 
wholesale food index which on 
Wednesday hit $4.88, high since 
1920. Dun & Bradstreet’s index 
of 31 general commodities was at 
$2.21 compared with $1.76 a year 
ago, and still moving up. 


‘_Meanv Names Three V.P.s 

Carl K. Tester, copy chief, Ray 
| Clinton, production manager, and 
| Jay Koupal, art director, have 
| been made vice- -presidents of 
|Philip J. Meany Company, Los 
| Angeles agency. 


Wolff Advances Kinney 


Richard W. Kinney, director of 
sales promotion, catalog and direct 
mail literature for clients of Ed 
Wolff & Associates, has been ap- 
pointed production manager, suc- 
ceeding Caroline I. McCall, re- 
signed. 


NEW CLOSING DATE 


On Advertising 
immediately. 


Final closing, noon 
Thursday in Chicago, 
eleven days preced- 
ing date of issue. 


Advertising Age 
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Per, z aint 


LZLIKEA 
CIGARETTE 
THATS (UILD 


¢ 
¢ 


They say that a wedding makes two people one 
But as far as their tastes go, it just can’t be done. 


So cigarette makers make sure of their sales, 
By wooing the fair sex as well as the males. 


To do this adroitly and with vision to spare, 
Needs no spark of genius or even long hair. 


It requires no adding or multiplication, 
But simply a choice of the right publication. 


The American Magazine double-exposes 
Your ads to both sexes, it’s under both noses. 


Double exposure, the outstanding buy, 


Makes certain both sexes will give you the @»- 


4 


44 GRANO 
L CAN [ASTE 


é 
¢ 
i 


t’s a Split Decision! 


The , 
Mena, =f 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION 


_| WwW ree 
ore 
e- es Hee 
oe a. Me Mae. 
th cay alt eee eh gees 
ht oe 6 cS ae a 
, i o's 
e- a . =. ae 
ae se. # ae 
ng 4 ae er ge 
ed ~~ Soe ‘3 / 
n- Oe jf 7 a a. nome ed r _ 
be 0 — : 
on ee _ oe 
sts : He ' —— AB - | ; 
i < . ¢ ii ‘ a 7 
ve bs, — = ae aie 
ise ff a ae . pr en . ‘ ee 
: wy ™ . ’ ES (“a — ee 
pir a 4 is . i = a“ oo : 
ch : Vs —, ; “ , i - 
” ca Va ‘ j . ii 
he . * — * naa 
; & AS 
o- s ES a. : Ps 
” oo _ a 
j : : moe bee 
sic “ ——— . 
l % ie a is 
ase init pa 
ice i, 
od Sie 
‘ed ven 
2ar ap 
Fi ze Ses 
, “i ee 
ur ee. 
se, : Bo 
it = 
of an = 
ul- ng Sal 
eat aoe 
the “a 
ors 1 \ be 
be Lae as 
_ vv" eos 
" \N ise, 
a Nase {\ \ . a 
eet \W pee 
\ 7 bes 
~ \ \\\ ci 
1ce } \ \ \ ~ sas 
lex W - ZX : 
at &z ——z 
ear 
>.s 
tay 
und 
ive 
of 
4OS 
r Vf, ia 
of i " 
ect “ae 
Ed pa: 
ap- - 
uc- : 
_ ee | 
ae 
n 
D, 
i- 
| 
} ; 
% E ~ : f . imine SoA ie 7 i . ° yo ets . . 4 pt a 3 y; 


8 


Motorists Will 


Buy Road Maps, 
Survey Shows 


DENVER—Three of four motor- 
ists would willingly part with a 
dime for the road map they now 
receive free at their gasoline sta- 
tion, Wallace M. Hughes, manager 
of the automotive department, 
Hearst Newspapers, told the mar- 
keting division of the American 


pect to find, and what other mer- 
chandise they might buy if it were 
offered by stations. 


Seek Establishment of 
Idaho Newsprint Industry 


At a recent meeting of the Idaho 
State Editorial Association, mem- 
bers urged the establishment of 
a newsprint manufacturing in- 
dustry in Idaho by private enter- 
prise and government agencies. 
Editors pointed out that such an 


industry would not only assist in 


Petroleum Institute at its quarter-| alleviating the newsprint shortage 


ly meeting here July 10. 

Hearst discovered that ratio in 
an eight-city survey conducted in 
cooperation with the API. The Al- 
fred Politz Organization, New 
York, conducted the test through 
personal interviews in major cities 
from coast to coast. 


Other data, to be made avail-| 


able to individual oil companies 
through Hearst Advertising Serv- 
ice offices, covers the preferences 
of car owners in gasoline station 
service, what products they ex- 


| 


pew “protect newsprint consumers 


now dependent on out of state and 
foreign producers, and more fully 
utilize Idaho’s own resources of 
materials and manpower.” 


Brunet Adds Duties 


Meade Brunet, vice-president of 
the RCA Victor division, Camden, 
N. J., has been named managing 
director of the RCA International 
|division, succeeding Edwin N. 
|Clark. Mr. Brunet has been with 
RCA since 1921. 


Swiit Expands 


Junior Food Ads 


Cuicaco—Swift & Co. is extend- 
ing distribution—and backing it up 
with heavy local newspaper ad- 
vertising—of its line of Swift’s 
Meats for Babies and Juniors. 

Swift started offering the all- 
| meat foods, packed in vacuum- 
| sealed tins, in several test mar- 
| kets three months ago (AA, April 
| 15) and now is aiming at nation- 
al distribution as quickly as possi- 
|ble. Two types of the food have 
| been developed, six varieties of 
|strained meat for babies, and a 
|similar number of diced foods for 
| juniors. All carry the seal of ap- 
/proval of the American Medical 
| Association’s Council on Foods and 
Nutrition. 

The company is supplying re- 
tail food dealers with merchandis- 
ing aids in the form of window 
and display material. 
Louis & Brorby is the agency. 


Needham, | 


Price Fixing Charged 
to ‘Findings’ Groups 

A price fixing conspiracy in the 
“fair trading” of rubber heels and 
soles has been charged by the FTC 
in a complaint against three trade 
associations and 37 manufacturers 
and distributors. In addition, FTC 
said that the firms “had conspired 
among themselves” to obtain OPA 
approval of prices and _ resale 
prices “jointly desired and pre- 
viously agreed upon.” 

Trade associations involved in- 
clude the Rubber Manufacturers 
Association, heel and sole divi- 
sion; Rubber Heel & Sole Manu- 
facturers Association, and Con- 
necticut Leather & Findings Asso- 
ciation. 


Sponsors News Ribbon 


On Aug. 1 Station KFWB, Los 
Angeles, will open the keys on its 
exclusive Trans Lux News Rib- 
bon, astride the Taft building, 
Hollywood and Vine. Continuous 
spot news will be shown from 11 
a.m. to 11 p.m., plus KFWB pro- 
gram highlights and civic and 
| public service activities. 


% A fact, 


established by 


an independent survey! 
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These men and women, engaged in the food business 
in Portland, are not alone in their regular readership of 
The Journal. This same survey proves that The Journal 
is read by 9 out of 10 persons employed in Portland’s five 
major distributive businesses, (drug, building material 
supplies, electrical appliances, auto supplies and foods). 


The Journal is bought by more families than any other 
daily newspaper in the Portland Trading Area. They all 
read The Journal for its accurate local reporting, com- 
prehensive national and world-wide news, understartding 
local columnists and top-flight national features. Little 
wonder that The Journal is today, as it has been for years, 
Portland’s favorite newspaper, offering advertisers the largest 
peacetime circulation in its history, both daily and Sunday! 


g 


aioe 


Thr JOURNAL 


_ Afternoon and Sunday 


PORTLAND, OREGON 


Only Afternoon Newspaper 


‘in Oregon's Only Metropolitan 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


| 
| 
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H & P Coffee Co. 
Begins Radio Test 
i e a 

for ‘City Club 

St. Lours—H & P Coffee Com- 
pany, whose City Club coffee is 
currently distributed in 20 states, 
has begun a test campaign in Cin- 
cinnati preparatory to expanding 
its distribution territory. 

The test will begin with spon- 
sorship, with three other adver- 
tisers, of a live radio participation 
show over Station WLW, Cincin- 
nati. The variety show is emcee’d 
by Ruth Lyons. Results of the 
test will determine later national 
expansion and advertising by the 
93-year-old coffee company. 

H & P coffee, packed. in one- 
pound bags and jars, is sold en- 
tirely by mail order direct to 
grocers. Company sales have in- 
creased greatly in the past year. 
Oakleigh R. French & Associates 
here is the agency. 


Airs Newscasts 
for Baby Soups 


NEw YorK—Summer promotion 
for five new Campbell’s strained 
baby soups currently includes one 
of the most concentrated radio 
campaigns ever used to boost baby 
food sales. Throughout July, Au- 
gust and September, Campbell’s 
“The News Till Now” program 
(each weekday night, 6:45 EDT) 
edited and delivered by Robert 
Trout, will go out over key CBS 
stations, In addition, 66 radio spot 
announcements will go out each 
week to nine major market areas. 

Supplementing the radio time 
will be copy in medical journals, 
plus samples to be furnished to 
doctors in introductory sales ter- 
ritories. Later plans call for na- 
tional magazine copy on a regular 
schedule. 

Ward Wheelock Company, New 
York, handles the account. 


FCC Holds Hearing 
on Political Time 


On complaint of Dr. Homer P. 
Rainey, former University of 
Texas president and a guberna- 
torial candidate, an FCC hearing 
on the Texas Quality Network’s 
allocation of time for political 
broadcasts was scheduled for July 
12 in Dallas. 

Dr. Rainey, charging that re- 
strictions on time were aimed at 
candidacy, has pledged in 
campaign speeches that he would 
seek legislation preventing news- 
papers from owning radio sta- 
tions. Three of the Texas Quality 
Network’s four powerful stations 
are newspaper-owned. 


Graphic Arts to! Move 


Graphic Arts, Inc., Philadelphia, 
will be closed from Aug. 26 to 
Sept. 2, and reopen Sept. 3 in its 
new location at 4100 Chestnut St. 


AN AVERAGE OF 53,500 
THEATRE - GOERS READ 
STAGEBILL EACH WEEK 
Yes! over 2,500,000 annually 


The Stagebill covers all leading legitimate theatres 
in Chicago . . . it contains; photos of the leading 
characters, the cast, synopsis of scenes, musical 
numbers, a complete Who's Who and articles rela- 
tive to the theatre . . . Stagebill is distributed free 
to each person attending the theatre, main floor, 
balcony and second balcony. Stagebill readers ore 
drawn mainly from the upper income bracket, as 
average price of admission is $3.25 per person. 


Rotes upon applicetion 


CHICAGO ESSE STAGKBILL 


540 North Lo Salle Street Chicago 10, Illinois 
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The Quality Market calls the tune 


awsy> 4 


", , . It gives me the feeling 
of being well informed in an 
unbiased way 6m all major subjects 
touching the world today." 


Mrs. Amber Jordan 
Wife of H. W. Jordan, President 
PENNSYLVANIA RUBBER CO. 


—the mass market always follows 


Every advertiser of a Quality product, every high 
grade retailer knows the value of first selling "the 
best people”. 
* 

The United States News has collected into one 
readership the authentic Quality Market — the 
“best people" in every community right across the 
country — the men who dominate industry, bank- 
ing, government, the professions. Dominant cus- 


tomers — they and their families! 
2 * 
90% of these influential family heads read The 


United States News every week from cover-to- 


cover. 
* 


> 


st year 140 Quality consumer advertisers put 


 * 
their products and services before this ultra smart 


. and influential audience in the pages of The United 


States News. 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


THE MAGAZINE OF CONSUMER INFLUENCE — 50,000 INCREASE IN CIRCULATION SINCE V-J DAY 
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- the Leader 


MORE ADVERTISERS USE MORE SPACE IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


This magazine carries more advertising than any other in the outdoor field because advertisers 


have constantly found that it gives them more for their money. 


That is why Field & Stream has led the outdoor field every year for 35 years. That is why, 


this year, it leads by a wider margin than ever. 


Real value makes Field & Stream a ‘‘must”’ on every list for man-market products appealing 


to men who play hard and have money to buy what they want. 


Not only does Field & Stream lead the field in practically every important 
advertising classification, but this magazine carries more exclusive accounts 
than any other publication in the field. 


CIRCULATION SOARING 


Field & Stream’s circulation—the cream of the 
crop—has grown soundly, steadily, over the 
years in pace with the greatly increased 
interest in outdoor sports. Held back by paper 
restrictions during the war, circulation has 
again started a rapid climb. 
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There's only one leader 
in a flock of geese— 
and only one leader 

in every field 
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‘Saving’ Advertising 


With the end of the war, there 
has been an amazing increase in 
efforts to “save’’ advertising, to 
tell the public of its importance 
and its virtues. ; 

Not a convention or meeting 
has been held within recent 
months at which “advertising’s 
own public relations job” has not 
been a leading topic of discus- 
sion, with impassioned pleas being 
uttered for advertising to tell its 
own story, more consistently and 
more effectively, to the public. 
There is scarcely an organization 
even remotely connected with ad- 
vertising which has not, in recent 
days, adopted a “program” for 
implementing a huge, new, better- 
than-ever approach to the prob- 
lem of confronting advertising’s 
detractors and emblazoning the 
worth of advertising in fiery let- 
ters on the consciousness of all 
the world. In truth, “saving” ad- 
vertising seems to have become 
at least as popular a pastime as 
saving the world, or saving souls. 

We do not decry all this thought 
and action. No, indeed. We be- 
lieve, and have said consistently 
for 16 years, that advertising has 
done a relatively poor job of tell- 
ing its own story, just as business 
as a whole has done a poor job. 


Rx: PR for Physicians and Lawyers 


The infant known as public re- 
lations has been growing with 
startling rapidity, but we had not 
realized quite how rapid was its 
growth until this week. Then sud- 
denly, public relations hit a peak 
which amazed even its most ar- 
dent suporters. 

In a single week the American 
Medical Association and the Am- 
erican Bar Association took public 
relations to their old bachelor 
hearts, and embraced the bright 
new thing as though she had al- 
ways been the apple of their eyes. 

The American Medical Associa- 
tion, which has frequently been 
described politely as “staid,” and 
just as frequently but less politely 
as a lot of more exciting things, 
agreed to hire immediately “the 
most competent and outstanding 
public relations counsel” it can 
find. Dr. Morris Fishbein, the mil- 
itant editor of the association’s 
Journal, who has been the unoffi- 
cial spokesman for the medical as- 
sociation for a decade, by virtue 
of his remarkable rapid-fire ora- 
torical ability and his complete 
willingness to engage in verbal 
fisticuffs, has been told to tend to 
his editing and writing. The Am- 


Everything that can be done to 
develop a consciousness and a 
realization of the work which ad- 
vertising performs, should be 
done. But we are beginning to be 
just a bit concerned lest adver- 
tising’s champions, like Mr. Lea- 
cock’s once-famous hero, mount 
their horses and ride off madly in 
all directions. 

If advertising is to be “sold” 
to the public, the sales campaign 
must be as carefully correlated 
and integrated as a sales campaign 
for any other commodity or serv- 
ice. The objective must be clear, 
and the strategy well defined. 

Somehow, the efforts to tell ad- 
vertising’s story effectively must 
be coordinated at the top level, 
so that no effort is wasted, no 
project is duplicated, and no 
cross-currents appear. And even 
when this is done, we must still 
bear in mind—always—that the 
best possible job that can be done 
for advertising is the job that 
each individual advertiser does 
with advertising. If advertising is 
to be successfully sold en masse, 
then each individual advertise- 
ment and each use of the adver- 
tising technique must be sound, 
sensible, and in line with public 
policy and good taste. 


erican Medical Association here- 
after will speak to the public via 
the most outstanding public rela- 
tions counsel it can find. 

And the Américan Bar Associa- 
tion, even more staid than its 
medical contemporary, will do 
likewise. It has begun to wonder 
what the public thinks of practi- 
tioners of the law, and is getting 
ready to disgorge a $150,000 fund 
to get at the facts and to make 
a thorough-going study of the 
place of lawyers in society. It re- 
fuses to admit that there is any 
“public relations’ angle involved 
in this three-year project, but it 
seems obvious that the study will 
have overtones which almost cer- 
tainly will lead to some sort of 
public relations activity. 

Advertising men whose medical 
and legal friends have been in- 
clined to raise their noses over 
the crudities of such things as 
advertising and public relations 
ought to enjoy the new develop- 
ments. As for public relations 
practitioners, the week’s medical 
and legal news must indeed have 
been more deliciously intoxicat- 
ing than the heady nectar of 
Olympus. 


—Chas. Allen in The Christian Science Monitor 


"| wish they'd arrange some way they could see US!" 


Blue Plate Circuit 


During the last couple of weeks, 
our embattled reporters have been 
crawling from foxhole to foxhole 
on the free lunch battlefront. Each 
year at this time, when associa- 
tions break out in a rash of con- 
ventions, one of our colleagues 
marches bravely in and reports 
like crazy. These gentlemen, com- 
ing back into rest camp after the 
arduous wars, report that the food 
is about the same but the speeches 
are worse. 

According to our reporters, it is 
terrible to have to listen to five 
men make the same speech, under 
different titles. Let us suppose 
that Adam A, Adman is slated to 
speak on “Linage Prospects for 
the Coming Year.” This is a good, 
solid title, and leads both audi- 
ence and innocent reporters to as- 
sume that he will talk about linage 
prospects for the coming year. 
Nothing could be farther from the 
truth. After a couple of reason- 
ably funny jokes, a tribute to ol’ 
Bill, who introduced him, and a 
sidelong glance to make sure the 
water glass is handy, A. A. Adman 
opens up: 

“IT don’t suppose there’s any 
need to tell you that we are about 
to embark on the greatest adver- 
tising years of our history. There 
is a huge reservoir of unfilled con- 
sumer demand waiting to be 
tapped, and the coming years 
should be the brightest in any of 
our memories. But our industry 
has the opportunity—nay, the re- 
sponsibility, of doing a much 
larger job. I refer to the defense 
of the free enterprise system, to 
the American Way of Life. . .” 

At this point our reporter 
reaches for his pad, scribbles 
Speech A, on it, and makes him- 
self as comfortable as possible 
under a barrage of “prophets of 
doom,” “self-appointed critics,” 
and “insidious influences.’ Some- 
times, just for the novelty, the 
speaker will intersperse a few 
comments on linage prospects, but 
most of the time the symphony 
continues to its crashing crescendo, 
when ol’ Bill takes over again. 

The next speaker comes from 
industry, he rides herd on some 
two million maverick advertising 
dollars, and he’s ready to tell the 
advertising boys about how an 
industrialist looks at advertising. 
Sounds intriguing, and the bulbs 
begin to pop as he maneuvers him- 
self into the mike area. But two 
minutes later, the illusion is dis- 
pelled. It seems that this speaker 
is actually a crusader interested 
in enlisting recruits for defense 
of (you guessed it) The American 
Way. Advertising, he says, is the 
sword arm of business, and maybe 
a little later it becomes the voice 
of industry, which certainly il- 
lustrates the anatomical adapt- 
ability of advertising. 

Our reporter calls this Speech B, 


but this is more for personal class- 


ification than for separation, since 
there is remarkably little differ- 
ence in the two speeches. And 
down among the litter of the hard 
roll crumbs, the working press is 
a bit tired. Free sole and free 
soul just don’t seem to mix. 

Finally, comes the report on the 
colleges, which might be called 
“Chicanery on the Campus,” or 
“Ts the Cloister a Trojan Horse?” 
The notion of teachers, alternately 
wild-eyed dreamers or subsidized 
apostles of The Other Side, creep- 
ing cravenly into classrooms to dis- 
seminate malicious and derogatory 
slander, seems a little far-fetched. 
The idea of teachers wearing a 
hammer-and-sickle hooked in tan- 
dem to the Phi Beta Kappa key, 
just doesn’t ring true. This is 
Speech C. 

The Ad-libber is sold on the 
American Way of Life, and he 
sincerely hopes that some of its 
advocates don’t talk it to death. 
And he shares the hope of hearing 
a speech about advertising at an 
advertising convention. 


Jottings 

We blinked when we saw the 
word “clergical” in a release from 
Tel-a-Vix Recording Studios, Bos- 
ton. Taking a quick run to the 
dictionary, we discovered that 
clergical, clerical and clergial are 
practically synonymous, except 
that clerical—the most commonly 
used—has a prominent secondary 
meaning, applying to any type of 
clerk’s work, not exclusively re- 
lated to the church. Re-reading 
the sentence: “Leaders in clerg- 
ical, professional and _ business 
circles . . .,” we’re struck by its 
clarity, by the fact that it’s a bet- 
ter word... 

The Boston Post will award ten 
$1,000 memorial fellowships to 
New England men and women who 
served in the armed forces during 
the recent war. The scholarships 
enable them, as college under- 
graduates, to study and travel for 
a year in the Western Hemisphere, 
but outside the United States. . . 

Gifts of the Year, Inc., New 
York, provides a monthly surprise 
food package which it sends as 
Site. . 

Timing Dept.: The New York 
Times released its survey on bread 
sales in New York at a time when 
bread was practically unpurchas- 
able in the city. .. 

The Christian Science Monitor 
on June 1 published a spread de- 
voted to an outstanding group of 
French advertisements, which rep- 
resented the efforts of French 
couture houses to insure continued 
interest in Paris fashions. . . 

The Advertising and Sales Club 
of Toronto has a noteworthy pro- 
gram of veteran placements, using 
among other devices a weekly 
mailing of “available listings” of 
job-hunters. The mailing goes to 
1,100 employers in the Toronto 
aren, .« 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E, Ohio St., 
Chicago 11, Ill. 


No, 2665. Food Freezing Market 
Memo File. 

New data on the development 
of the frozen foods industry is con- 
tained in this file folder issued by 
Food Freezing. It includes a group 
of charts showing month-by- 
month production of frozen fruits 
and vegetables, July, 1944, through 
June, 1945; the setup of the in- 
dustry, from processors to retail 
stores; farm food co-ops in the in- 
dustry, and a circulation analysis 
of Food Freezing. 


No. 2666. Southern California Dis- 
tilled Spirits Market. 

The Los Angeles Herald-Express 
has issued this folder, which fol- 
lows up a population map and 
county table with a detailed anal- 
ysis of the distilled spirits mar- 
ket of southern California. A 
month-by-month listing of 1945 


excise stamp payments is_ in- 

cluded. 

No. 2667. Radio and Television 
Survey. 


Home Furnishings, a Haire pub- 
lication, has issued this booklet, 
which indicates what leading re- 
tailers all over the country expect 
to do with regard to merchandis- 
ing of radio and television. The 
three-part study includes (1) an 
estimate of sales of radio sets, by 
states, in furniture and depart- 
ment stores; (2) extent of mer- 
chandising by the same classes of 
stores, and price ranges in which 
they will be interested, and (3) a 
survey of opinion on brand names 
merchandising. 


No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 


The Iron Age, Chilton publica- 
tion, has issued these new folders, 
the first of which contains a page- 
by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 
The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 


No. 2659. The Cincinnati Post 
1946 Data Book, 


This file-size folder, issued by 
the Cincinnati Post, devotes its 
center spread to a market map in 
colors indicating economic areas, 
and a population table of Ohio and 
Kentucky cities in the market. In 
addition to facts about population, 
industry, a list of wholesale out- 
lets and other market data, the 
folder provides a circulation an- 
alysis of the newspaper. 


No. 2642. Going Places. 


This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 
for fine color work. A state-by- 
state list of K-C distributors is 
included. 


No. 2661. 1946 Market Facts. 


The Detroit News has issued 
this data book containing 36 pages 
of market information about the 
Detroit trade area, with analysis 
of newspaper circulation and ad- 
vertising, and a census tract map 
indicating rental values in various 


colors. 
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Department Store 
Sales Breakdown 
Shown in Report 


Cuicaco—The Federal Reserve 
Bank here has, for the second 
time, published a comprehensive 
report on “Department Store Sales 
by Departments” in the seventh 
reserve district, bringing its pre- 
vious report up to date through 
1945. 

Far more detailed than depart- 
ment store sales reports made by 
other federal reserve districts, the 
new 54-page book, like the 96- 
page report last year covering 
1941-1944, provides a handy tool 
for executives of manufacturing 
companies and department stores 
here and elsewhere (AA, May 
21, ’45). 

The report is said to reflect 
from 90 to 95% of all department 
store sales in Chicago, Milwaukee, 
Detroit and Indianapolis. It shows 
the percentage of yearly sales for 
each month in 55 commodity 
classifications; the percentage of 
sales by each department in each 
month of 1944 and 1945, and the 
percentage of change of each de- 
partment’s sales over previous 
months. 

For the seventh district, the re- 
port reveals that the stores showed 
a 10% sales gain in 1945 over 1944. 
It gives revised figures for all of 
744. Sales gains ranged from 1% 
for draperies and curtains to 94% 
for household appliances. Figures 
reveal that there was no decided 
shift in sales from soft to hard 
goods in 1945, although there was 
evidence of such a movement in 
the last quarter. 

Figures also show the average 
stock-turn for each major city, 
month by month, the percentage 
of distribution of sales by depart- 
ments by four-month periods and 


‘other data in graph and tabular 


form. 


Ad Fried Plans Drives 
for Three New Accounts 


Hobbyland, manufacturer and 
distributor of hobby models, tools, 
equipment; Servisall, and New 
Oaks Hotel, all in Oakland, have 
appointed Ad Fried Advertising 
Agency, Oakland, Cal., to handle 
their advertising. 

Hobbyland will start a mail 
order test campaign in July, using 
small town newspapers in north- 
ern California and southern Ore- 
gon and in August will extend the 
campaign to hobby magazines. 
Servisall will use spot announce- 
ments and newspapers. 


Studebaker Renews 

Studebaker Corporation, South 
Bend, has renewed its sponsor- 
ship of “Harry Marble and the 
News,” 6-6:15 p.m., on Station 
WABC, New York, Mondays and 
Wednesdays, and 11-11:10 p.m., 
Sundays. Roche, Williams & 
Cleary, Chicago, handles the ac- 
count. 
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Universal Names Keit 


Barry H. Keit, formerly national 
sales manager of Mutual Broad- 
casting Company’s cooperative 
program department, has joined 
Universal Radio Sales, to head the 
San Francisco office. 


To MacLaren Agency 


Powertronic Equipment, To- 
ronto, has appointed MacLaren 
Advertising Company, Toronto, to 
handle its advertising. Business 
papers will be used. 


KSWM to Begin Soon 


Station KSWM, Joplin, Mo., will 
begin operation this month with 
a power of 250 watts on 1,230 kc. 
The station is an affiliate of the 
Columbia Broadcasting System. 

William G. Rambeau Company, 
Chicago, has been appointed the 
station’s national representative. 


Two Join Grant Agency 


W. E. Algie, formerly with R. C. 
Smith & Son, and Theo Logier, 
previously with Walsh Advertis- 


ing Company, Toronto, as copy 
chief, have joined Grant Adver- 
tising of Canada, Toronto, as ac- 
count executive and as chief of 
the creative department, respec- 
tively. 


‘Liberty’ Moves Thomas 


J. William Thomas has been 
transferred from the New York 
office of Liberty, where he has 
been on the eastern sales staff for 
several years, to the Chicago office, 
where he will be western man- 
ager. 


13 


Joins Brooke, Smith 


James B. Hill has resigned from 
the radio department of the Ralph 
H. Jones Company, Cincinnati, to 
join the creative staff of Brooke, 
Smith, French & Dorrance, De- 
troit. 


Boosts Ad Rates 


Advertising rates of Le Soleil 
L’Evenement Journal, Quebec 
City, will be increased from 20 
to 22 cents per line, effective 
Sept. 1. 


ANSWER: He’s a Newsweek ¥ 
750,000 heads of influential famill 
week to give them straight factual 
ficance back of the news. 

1. 93.8% of them all are in bul 
the professions; four out. off 
tives; and their income is 
the national average. 

2. Four out of 10 habitually trav@my 
can, log an average of 16,400 aif miles a year! 

3. Nearly six out of 10 own their own homes; one out 
of eight has already invested or plans to invest in a 


new home: 


a | 4 


to us 000s a year. 
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THAT’S THE TOP OF THE MARKET FOR YOU! 


CLUE No. 1—A wartime power | 
in WPB, now he’s back at the 
heim of his own chemical bus- 
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CLUE No. 3—Always ready for 
new ideas, he’s completing | 
the most modern equipped — 

~ home in his community, 
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iness, Government or 
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we than three times — 
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CLUE No. 2—Doing an inter- 
-. national business, 
a Jot, made the first commer- 

cial flight to Ecrope on the 
~ new Constellations. - 
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be built in the Chicago Tribune 
Prize Homes Building project 
is this design of W. R. Burns, 
Je., 1936 North 3rd Street, 
Harrisburg, Pa., who was 
one of the 24 $1,000.00 prize 
winners in the Chicagoland 
Prize Homes competition. 
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CHICAGO TRIBUNE PRIZE 
HOMES FOR VETERANS 


hen a veteran of the first naval bombardment of Japan sank a 


spade into a vacant lot in a Chicago suburb, there was launched on June 2 
the most extensive home building and demonstration project ever launched 
by a newspaper—the Chicago Tribune Prize Homes Building program. 

His action, the first step toward the solution of his housing problem, 
marked the end of one phase of the Tribune's $24,000.00 Chicagoland 
Prize Homes competition and the beginning of another. 

Instead of plans and blueprints, there now will be walls, floors and roofs 
in some 20 or more homes thruout the Chicago area. For 30 days after 
each home is completed, it will be open for public inspection. 

Thus, prospective Chicagoland home builders will be able to see at close 
range just what their money will buy in living accommodations— what 
the architect, the builder and the material and equipment manufacturer can 
offer in the days ahead. 

By sponsoring construction of these homes, all of which will go to 
veterans, the Tribune is bringing nearer to realization the goals set last 
September when it launched its architectural competition in an effort 
to stimulate better home design, give impetus to America’s building revival 


and create jobs for millions. 

This follow-thru illustrates the practical, aggressive action with which the 
Tribune seeks to serve and advance the interests of readers. It is typical 
of the editorial enterprise which spares no effort or expense to keep out in 
front of an alert public—the reason why the Tribune keeps out in front as 
ane . Chicago's most widely read newspaper and most productive 


_ aig : James E. McDaniel, navy veteran, breaking ground for his home and 
a. advertising medium. inaugurating the Chicago Tribune's Prize Homes Building program 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPE R) 
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IT WORKS—It's a little complicated, 
but this electro-automatic Chinese 
typewriter developed by International 
Business Machines actually works. A 
typeface cylinder containing 5,400 
characters is activated by 43 keys, the 
wanted character making an impression 
when four keys, one in each group, 
are depressed. 


Pixley Interests 
Win FCC Okay on 
Sandusky Station 


WASHINGTON—Newspaper own- 
ership implications tilted the bal- 
ance against the Sandusky Broad- 
casting Company as the FCC de- 
cided a three-way competition for 
a 250-watt standard station in 
Sandusky, O., in favor of Lake 
Erie Broadcasting Company, con- 
trolled by Lloyd A. Pixley, part 
owner of WCOL, Columbus. 

Application of the Sandusky 
Broadcasting Company, controlled 
by the owners of the Sandusky 
Register Star-News, was set aside 
because the Lake Erie Broadcast- 
ing Company would add to the 
Sandusky area “a new and inde- 
pendent medium for the dissemi- 
nation of news and information 
to the public and afford a degree 
of competition to other such media 
in the area.” 


Elects Hutchins 


Brahna Chalefman Hutchins, a’ 
vice-president of Sheldon, Morse, 
Hutchins & Easton, New York, has 
been elected president. Other offi- 
cers are Frank Arnoldi and Rob- 
ert Nathans, reelected vice-presi- 
dents, and Angela B. Daniels, for- 
mer secretary, elected secretary- 
treasurer. 


Barcalo Appoints Reilly 


James L. Reilly Jr., in the sales 
department of Barcalo Mfg. Com- 
pany, Buffalo, has been appointed 
sales manager of the institutional 
division. 


You Catch BOTH 
in the Courier-Express 


In 1945, men's apparel stores — 
placed 65.7% of their ad- 


vertising in this man’s paper. 


Among the women’s apparel 
stores 56.6% of the adver- 
tising lineage ‘appeared in 
* this favorite woman's paper. 


You can trust the preference 
of these on-the-scene adver- 
tisers to know that. in Buffalo 


... You Need the 


BUFFALO'S “ONLY 


Motorola to Push 
Gasoline Heater 


Cuicaco—For its Motorola “push 
button” automobile heater, ex- 
pected to be in full production 
soon, Galvin Mfg. Company is 
opening an advertising campaign 
through nine automotive business 
publications, and teaser direct 
mail pieces, to run from July 
through November. Additional 
promotional boosts by approxi- 


mately 85 distributors throughout 
the country will bring the total 


promotional expense to about 
$200,000. 
Consumer copy will include 


black and white copy in Collier’s 
and The Saturday Evening Post 
plus an undisclosed schedule for 
newspaper black and white, and 
rotogravure copy to be placed 
soon. 

The gasoline heater featuring 
automatic thermostat control, push 
button temperature selection and 


operation when the car’s engine is 
idle, is being produced currently 
in a special Galvin plant. Models 
will include both dashboard and 
under-seat types. 

Gourfain-Cobb, Chicago, is the 
agency, 


G-E Elects Calahan 


Harry C. Calahan, district man- 
ager of the General Electric Sup- 
ply Corporation, New York, has 
been elected commercial vice- 
president. 
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Joins Maclean-Hunter 


Walter Tuttle, formerly in the 
advertising department of the To- 
ronto Globe & Mail, has joined 
Maclean-Hunter Publishing Com- 
pany, Toronto, as advertising 
salesman for Hardware & Metal. 


Jackson Joins Grey 


Eldred C. Jackson, formerly art 
director of G. Lynn Sumner 
Agency, has joined Grey Adver- 
tising Agency, New York, as art 
director. 


MORNING & SUNDAY NEWSPAPER 
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Two Name Zibman 


Station WILM, Mutual affiliate 
in Wilmington, Del., and Times, 
Chester, Pa., have named David 
Zibman Advertising, Philadelphia, 
to handle their advertising and 
sales promotion activities. 


Appoints Hale V.P. 


George C. Hale has been ap- 
pointed vice-president in charge 
of operations of Jefferson-Travis 
Corporation, New York. Before 


joining the company last Febru- 


ary, he was director of the special 
products division of Emerson 
Radio & Phonograph Corporation, 
New York. 


Whiz to Funkhouser 


R. M. Hollingshead Corporation, 
Camden, N. J., has named Justin 
Funkhouser & Associates, Balti- 
more, to handle the advertising of 
its Whiz household division. Test 
campaigns on new Whiz special- 
ties will be run in selected mar- 
kets, using newspapers and spot 
radio. 


Government Tops 
Nearest ‘Rivals’ 
in Canadian Ads 


ToRONTO—The dominion govern- 
ment—biggest advertiser in Cana- 
dian publications last year—almost 
outranked the next three spenders 
combined, according to expendi- 
tures of leading national adver- 
tisers compiled by Marketing. 

The government tops the list 


with a total 1945 space bill of 
$1,285,710. Lever Brothers ranks 
second, with $515,267; General 
Foods third, with $405,692; Stand- 
ard Brands fourth, with $391,216, 
and Colgate-Palmolive-Peet fifth, 
with $380,537. The compilation in- 
cludes 86 daily and weekend 
newspapers, 15 magazines and 14 
farm publications, while costs are 
figured at 10,000-line rates in 
effect when the ads were run. 
The 100 leading national adver- 
tisers accounted for a total of 


thin 
taste it ? 


Puny advertising schedules... sliced so thin nobody can taste ’em... have no place 


in today’s BIG job of advertising your products to industry. And that’s not 


baloney (in spite of what holds the rapt attention of the trate gent over yonder)! 


Industry is hungry today and your advertising should have real meat 


and weight in it to attract your share of customers. Industry is hungry to the tune 
of abont 414 billion dollars of contemplated investment in plant, 


equipment, and alterations alone. A market to challenge your best efforts 


if there ever was one! 


Industrial markets are clearly defined. The men you have to sell 


are all sorted out for you. You can beam the full impact of your sales story 


direct to them in the magazines they read regularly to keep on top of their jobs. 
McGraw-Hill publishes the kind of magazines big buyers read. 


ASK THE McGRAW-HILL MAN about all the extra (often exclusive) services 


McGraw-Hill provides to help you sell your product . . . to help you make 


your advertising more effective. Right now, for example, a brand new edition 


of “The Pulse Beat of Industry" is available to interested executives. 


COMPANY 


, INC. 


Headquarters for Industrial Information 
330 West 42nd Street, New York 18, New York 


$12,333,352 in the four media 
groups, or 57% of the total—$21,- 
586,021—for all advertisers in 
those groups. 

Among the 100 Canadian lead- 
ers, daily newspapers accounted 
for $5,925,113, or 48% of the ad- 
vertising; weekend newspapers 
$2,284,785, or 18.5%; magazines 
$2,999,219, or 24.3%, and farm 
publications $1,124,235, or 9.2%. 

The compilation is based on 
measurement of ads by Elliott- 
Haynes Advertising Linage Audits, 
which are summarized by classi- 
fications each month in Market- 
ing. The figures do not include 
advertising of chain or depart- 
ment stores or other retail, classi- 
fied, political or amusement ad- 
vertising. 


Form New Editors’ Group 

Editors of trade publications and 
house organs formed a new or- 
ganization titled the Industrial 
Editors of Iowa at a conference 
held at the University of Iowa. 
L. O. Cheever, editor of the 
“Morrell Magazine,” John Morrell 
& Co., Ottumwa, was elected tem- 
porary chairman, and Edith Rit- 
chey, editor of “Meredith Imprint,” 
Meredith Publishing Company, 
Des Moines, was named secretary- 
treasurer. 


JOHN J. GILLIN, JR., 


PRESIDENT 


JOHN BLAIR & CO., REPRESENTATIVES | 
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Names Headley-Reed 

Col. Harry C. Wilder, president 
of the Wilder radio stations, has 
appointed the Headley-Reed Com- 
pany national representative for 
WSYR, Syracuse, and WTRY, Al- 
bany - Troy - Schenectady, N. Y. 
Headley-Reed already represented 
the third Wilder station, WELI, 
New Haven. Col. Wilder also 
named O’Brien & Dorrance, New 
York promotion service group, to 
handle national promotion for the 
three stations. 


——— Protect and beautify price lists, 
: . — blueprints, advertising, sales 
iterature, etc., with KV6 Plastie 
Envelopes. Excellent for sales pres- 
entations. Fit standard 3-ring 
binders. FREE SAMPLE, Write on 
le ead to American  Plastie 
‘Products, 190 Berry St., B ya 
i, N. ¥. Att: Dept, AA. 


ANPA Will Study 
Dailies’ ‘Appearance’ 


American Newspaper Publishers 
Association has retained the con- 
sulting engineering firm of J. W. 
Rockefeller Jr. & Associates, New 
York, “to survey the possibilities 
of further research into ... the 
improvement of the physical ap- 
pearance of newspapers.” 

The preliminary study of pub- 
lication plants will take about six 
months. The Rockefeller firm has 
been working on printing prob- 
lems for about 20 years. 


Writes Book on Radio 


“Radio, the Fifth Estate,” writ- 
ten by Judith C. Waller, director 
of public service, central division 
of NBC, just published by Hough- 
ton Mifflin Company, is an analysis 
of the radio industry, dealing with 


potato chip poster, is also being featured in southern California newspapers and 


regional magazines. McCann-Erickson, Los Angeles, handles the account. 


the structure of broadcasting, the 
organization of stations and net- 
work operation, programming, 
sales and contracts, the audience, 


promotion and publicity, regula- 
tions by government and the in- 
dustry, engineering problems, and 
educational broadcasting. 


The textiles, men’s wear, and domestics inaustries 
are divided into seven related parts...seven links 
in distribution. All read DAILY NEWS RECORD... 
for vital, daily news of their own spheres of activity 
...for news of their suppliers, their competitors, 


their customers. 


If you want to reach the textile and related 
industries...simultaneously, from producer-to- 
retailer... DAILY NEWS RECORD gives you “seven- 
at-one-blow” impact. Impact on the executive level... 
where policy is set...where final decisions are made! 


~ ~ 
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FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILOING—NEW YORK 3, N. Y.- 


Recor 


DAILY NEWS RECORD - WOMEN’S WEAR DAILY - RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIGNAL - FAIRCHILD TRADE DIRECTORIES 


Advertising Age, July 15, 1946 


Year Book Cites 


Postwar Program 
of Oakland Area 


OAKLAND, CAL.—Highlights of 
the continuing advancement of 
metropolitan Oakland and_ its 
plans for postwar expansion are 
set forth in the new 134-page 
“Oakland Tribune Year Book” for 
1946. 

The yearbook builds a solid case 
for the area’s claim to the title of 
“The industrial center of the Pa- 
cific Coast,” a theme which also 
is being hammered home to east- 
ern manufacturers by the national 
advertising of Oakland and other 
Alameda and Contra Costa county 
communities which comprise the 
metropolitan Oakland area. 

An industrial army of 105,100 
men and women receives $6,351,- 
600 in wages every week in metro- 
politan Oakland—the biggest pay- 
roll and the largest army of work- 
ers in any like area in northern 
California—mHoward C. Stovel, ad- 
vertising director of the Oakland 
Tribune, stresses in one of the 
illustrated articles. The increase 
in workers has gone up 157% since 
1940, the jump in payrolls 450%, 
while industrial plants have gone 
up from 978 to 1,226. The popula- 
tion has jumped 69.8% since 1940, 
to a 1945 total of 735,000. 

Other yearbook articles discuss 
expansion plans for business and 
industry; the resources of individ- 
ual cities and counties; cultural 
facilities; transportation and utili- 
ties, and general features, includ- 
ing the expansion program of 
KLX, the Tribune station, and the 
Tribune’s own plant moderniza- 
tion. 

The yearbook, which the Trib- 
une has published for the past 
decade, is being distributed to 
industrial and business firms in 
the Oakland area and, through 
Williams, Lawrence & Cresmer, the 
Tribune representative, to leading 
manufacturers and advertising 
agencies throughout the U. S. 


Starts Export Campaign 
American Export Lines, New 
York, which appointed Wendell P. 
Colton Company, New York, in 
May (AA, May 20), is launching 
its first postwar consumer cam- 
paign for freight service to Europe, 
Asia and Africa, with 600 to 100- 
line insertions once monthly in 15 
newspapers of 10 cities, and black- 
and-white pages every other 
month in Holiday, Newsweek, The 
New Yorker, and Time. Quarter 
pages in marine and travel agency 
publications also will be used. 
Copy reports three luxury liners 
are expected to be ready in 1948. 


Joins ‘Public Works’ 

Stuart Hamilton, formerly with 
Institutions, Chicago, has joined 
the midwestern sales staff of Pub- 
lic Works News, with headquar- 
ters in Chicago. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s newspapers. The Bayonne 
Times has 66% more circulation 
among Bayonne families than all 
New York and Hudson County 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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... Isabel Morse Jones of the Los Angeles Times 


Don't he fooled by that cheery smile, 
80 aptly caught by Artist Cugat... 
because Music Editor Jones will tol- 
erate no nonsense when it comes to 
fine music. 

e@ The jump-and-jive set may cast a 
fishy eye at the long-haired stuff... but 


thousands of Times readers follow 


with pleasure Miss Jones’ intelligent, 
critical reporting of the news in serious 
music. This carefully-rounded appeal 
to a variety of tastes makes the Los 
Angeles Times “everybody's news- 
paper” in Southern California... de- 


livered to more homes than any other 


West Coast daily. 
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Names Smalley, Langan 

Frank D. Smalley, for the past 
12 years representative of Imple- 
ment & Tractor in the Cleveland 
territory, has been transferred to | 
the Kansas City, Mo., headquar-| 
ters, where he will be business | 
manager. 

Emmett P. Langan, formerly re- 
search director of K. E. Shepard | 
Advertising Agency, Chicago, has 
been named research director of 
the publication. 


| 


Plans Hotel Campaign 
Hull Hotels of California, 
through Kemmerrer, Inc., Holly- 
wood, will promote the Arrow- 
head Springs Hotel, San Bernar- 
dino, Cal., in eastern and western 
newspapers and in magazines. 
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: St. Joscph Guzette 


Exporters Requiring More 
Government Help 


WASHINGTON—Fascism, with its 
“blocked marks” and other cut- 
throat exporting devices, may 
have been defeated, but with vic- 
tory our own government is find- 
ing it expedient to greatly increase 
the scope of its services to U. S. 
exporters. 

For example, with a large meas- 
ure of pride Commerce Depart- 
ment’s office of international trade 
announces that it has arranged 
for Britain to accept small quan- 
tities of certain kinds of trade- 
marked goods from this country. 

Until this concession was re- 
ported it had appeared that care- 


By STANLEY E. COHEN, Washington Edit 


fully cultivated British familiarity 
with American brand name goods 
such as cosmetics and toilet prep- 
arations would be lost as the At- 
lee government hoarded dollars 
for essentials. 

Besides obtaining permission 
through negotiation ‘at the gov- 
ernment Ievel’ for our exporters 
to send up to 20% of their prewar 
quotas to Britain, our government 
now selects good market pros- 
pects, issues export licenses and 
helps finance the deals. 


* %* * 


Now that the Mead Committee 
has defied the tradition that Con- 
gressmen refrain from criticizing 
each other, and has aired the re- 


lationship of Rep. A. J. May with 
a Chicago war contractor, many a 
congressional head tosses uneasily. 
Since almost every member from 
time to time makes calls in be- 
half of constituents, a goodly num- 
ber are wondering whether other 
agencies besides the War Depart- 
ment have made recordings. 
bo * * 

As soon as Housing Adminis- 
trator Wilson Wyatt reported his 
program rolling along, with 406,- 
000 “starts” in five months, the 
housing industry replied that 
things are not as bright as Mr. 
Wyatt implied. With builders find- 
ing it increasingly difficult to lo- 
cate materials, “today there are 
immeasurably more stops than 
starts,” the National Association 
of Home Builders says. 

oo ** 


Last minute efforts by market- 
ing organizations to save the 1946 
censuses of business and manu- 
facturers are recorded in the 
archives but they were much too 
late to influence the handling of 


Speaking of coverage 
THE BILLBOARD MAGAZINE SAYS... 


*Reprinted from 


j 


The BILLBOARD MAGAZINE 


April 20, 1946 


CBS AFFILIATE © 910 KC 
1000 WATTS DAY *« 500 WATTS NIGHT 


PROGRAM 


| LUX THEATER 
| MA PERKINS 
KATESMITH 65 
| DR.MALONE 64 
_ HELEN TRENT 64 


IGB 


FRANK MEGARGEE, President 


NATIONA 
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WE SAY.. 


These are typical of the top 


listening audiences WGBI delivers night 


and day! BUY WGBI—your results in 


America’s rich 19th market will be pretty as a picture. 


@ BLAIR 


National Representatives 


& COMPANY 
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the Census Bureau budget. Ap- 
proached as the House prepared 
to vote to delete the surveys, 
prominent floor leaders were as- 
tonished to hear that the publish- 
ing industry and others considered 
these reports important . 
* k * 

If the House appropriations 
committee has its way, Com- 
merce Secretary Henry Wallace 
will see that the office of business 
economics is treated generously 
when he divides a $4,900,000 fund 
among the units of foreign and 
domestic commerce. This useful 
unit, concerned only with basic 
economic data, estimates, for ex- 
ample, that consumers are spend- 
ing at the rate of $120 billion a 
year now compared with $100 bil- 
lion in 1945; saving at $19 billion 
compared with $42 billion last year. 

* Eo * 

Although the House overwhelm- 
ingly vetoed a presidential reor- 
ganization plan setting up the Na- 
tional Housing Agency as a per- 
manent “holding company” for 
government agencies dealing with 
housing, the Senate judiciary com- 
mittee was not interested in act- 
ing by the July 16 deadline. Hous- 
ing industry groups and the U. S. 
Chamber of Commerce contend 
the reorganization sets up a foun- 
tainhead for more and larger pub- 
lic housing projects. 

* * * 

Not only does the War Assets 
Administration have $21,000,000 
of public funds for advertising, 
but it has the Post Office Depart- 
ment as a special medium. Re- 
sourceful War Assets advertising 
personnel are using 43,000 post 
offices and 535,000 postal delivery 
trucks to display a poster promot- 
ing a new guidebook on the “How, 
When and Where” of doing busi- 
ness with WAA. 

bo * * 

Taking a leaf from Drew Dud- 
ley, whose little office serves as a 
liaison between government and 
the advertising world and Adver- 
tising Council, the motion picture 
industry has obtained a “contact” 
in the office of Reconversion Chief 
John Snyder. Like* Dudley’s or- 
ganization, it is a cushion between 
government and industry, sorting 
out multiple demands before gov- 
ernment’s press agents are Pper- 
mitted to descend on exhibitors. 


Bailey Appoints Rapp 

William C. Rapp, formerly pub- 
lic relations official in the elec- 
tronics department of General 
Electric Company, Syracuse, N. Y., 
has been named general manager 
of Illingsworth-Bailey Corporation 
and Bailey Marine Corporation, 
Syracuse. 


Veto Drive Launched 


Colgate - Palmolive - Peet Com- 
pany Ltd. has launched a cam- 
paign in Canadian dailies for Veto, 
antiseptic cream deodorant. The 
copy carries testimonials from reg- 
istered nurses, stressing that Veto 
is safe for the skin, does not rot 
clothes and stays moist in the jar. 


Marketers Elect Hall 


Stephen I. Hall, merchandising 
editor of Radio & Television Re- 
tailing, New York, has been ap- 
pointed chairman of the radio 
group of the American Marketing 
Association. 


WHAT’S GOING ON? [im 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. 


Chicago, Ill. 
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GENERAL MAGAZINES 
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Four A's Tackle 
Big City Dailies 
on Cash Discounts 


NEw YorK—With nearly half of 
the daily newspapers which do not 
allow cash discounts located in 
cities of more than 200,000 popu- 
lation, the American Association 
of Advertising Agencies will con- 
centrate first efforts in its cash 
discount program (AA, July 8) 
in such cities. 

Members of Four A councils 
and chapters will meet with news- 
paper publishers to show them 
that, in addition to facilitating the 
entire advertising operation, this 
discount “costs the medium nothing 
when it is taken into considera- 
tion when setting rates.” 

The association is primarily con- 
cerned with 10 of the largest cities, 
where about one-third of the 
dailies don’t allow the cash dis- 
count. These cities are New 
York, Chicago, Philadelphia, De- 
troit, Los Angeles, Washington, 
Boston, St. Louis, Pittsburgh and 
San Francisco. 


Little Uniformity 


All of the New York City and 
all the Chicago dailies, for ex- 
ample, do not allow the cash dis- 
count. Neither does any Hearst 
newspaper, nor The American 
Weekly (although all the Hearst 
magazines do). Of 20 Scripps- 
Howard newspapers, only five 
don’t allow the discount. The 
Four A’s has figured that of 1,817 
daily newspapers in the country, 
93% allow it. 

A relatively virgin field for the 
program is radio stations. Al- 
though all four coast-to-coast net- 
works allow the discount, all but 
95 of 897 stations covered do not. 
WEVD, for instance, is the only 
New York City station and WLS 
the only Chicago station to allow 
it. Four A executives believe that 
the matter has never been brought 
fully to the attention of the radio 
people, and that even a single let- 
ter might win a lot of them. 


Six Drop Discount 


The Four A action in the news- 
paper field was brought about 
partly by the fact that six major 
city newspapers recently have 
abandoned the discount. The as- 
sociation is less concerned about 
other types of publications. Al- 
though only 72% of 1,422 business 
papers allow the discount, the 
major groups in this field gen- 
erally do so, and 38 individual 
papers have joined the cash dis- 
count fold in the last two and one- 
half years. 

Of 544 general magazines 
covered, 95%—including all the 
big ones—allow it. (In 1941, Cur- 
tis and McGraw-Hill dropped the 
discount, but resumed it after a 
few months.) The latest Four A 


--- ALL SET FOR THE 
CAR OF TOMORROW 


High premium gas of prewar days is now 
standard at your gas station. New motors 
are being designed to capitalize the higher 
octane gas. The car of tomorrow (perhaps 
1947 models, say some) will be equipped 
for the super 100-octane gas that the re- 
fining industry contributed to the war’s 
aviation program. 

The fact that the entire refining industry 
must now fall in line to produce the higher 
octane gasolines means new equipment to 
the tune of $3 billions. Our nearest rep- 
resentative will break down the figures for 
you. 


PETROLEUM REFINER 


New York Cleveland 
Tulsa Los Angeles 


Houston 
Chicago 


information on farm papers, two 
years old, showed that of 205, 
97% allowed it. Sixty-seven of 
68 religious papers and 60 of 65 
foreign language papers covered 
grant the cash discount. 


Oberfelder Promoted 


Ted Oberfelder, formerly audi- 
ence promotion manager of the 
American Broadcasting Company, 
has been promoted to a new post 
of assistant director of advertising 
and promotion for the network. 


Baker Joins RMF 


Frank M. Baker, recently re- 
leased from the Marine Corps and 
prior to that partner and co-man- 
ager of Miller & Co., radio mail 
order house, has joined Reincke, 
Meyer & Finn, Chicago, as radio 
director. 


Changed to Art, Inc. 


Palenske-Young Studios, Chi- 
cago, has changed its name to 
Art, Inc., with its management re- 
maining the same. 


vanes 
mained 


Porter Joins WJZ 


G. Joseph Porter, formerly an 
account executive of WOV and 
WOR, has joined WJZ sales in 
New York as account executive, 
succeeding Ken Farnsworth, who 
has been appointed television sales 
manager of the American network. 


KGKL Boosts Power 


Station KGKL, ABC affiliate in 
San Angelo, Tex., has received an 
FCC permit to increase its power 
from 250 watts to 5,000 watts day- 
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time and 1,000 watts nighttime and 
to switch from 1400 to 960 kilo- 
cycles, 


Begins Milk Campaign 

“The Need for Milk Has Never 
Been Met” is the theme of a cam- 
paign starting in farm publica- 
tions for the National Dairy Prod- 
ucts Corporation. Localized ads 
in newspapers reaching producers 
are planned in some areas by the 
affiliated companies. J. Walter 
Thompson Company, Chicago, is 
the agency. 


all business 


as local 


You may think of yourself as a “national” advertiser. 


But doesn’t every sale you make boil down to a personal transaction 


between a local consumer and a local dealer? Multiply it 


many times in many markets... and you have national business. 


But markets differ as people differ. No two are 


alike. In one “national” business studied recently by our 


sales analysis group, the manufacturer who was advertising “nationally” 


turned out to have over two-thirds of his business in the 


local communities of 8 states. We helped him dig up these facts. 


Advertising is efficient when it fits your particular 


pattern of sales opportunities. Newspaper advertising does 


that. With an all-time high circulation of 51,000,000 copies daily, 


newspapers are the biggest mass medium. Yet they offer 


precision control . . . build sales where you want them 


when you want them. May we help you get 


more local facts about your business? 


the bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 LEXINGTON AVENUE, NEW YORK 17 


FREY CHANCE. 


prepared by the Bureau of Advertising and published by The Portland Oregonian in the interest of more effective advertising 
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Grocers fo Add 
New Lines Soon, 
Study Indicates 


Film, Quick Frozen 
Vegetables Top List 
of 'Newcomers' 


Cuicaco—Film, quick frozen 
vegetables, ice cream, small elec- 
trical appliances and electrical ex- 
tension cords top the list of com- 
modities which independent 
grocers plan to stock in the imme- 
diate future, according to the con- 
tinuing study jointly sponsored by 
the National Association of Retail 
Grocers and The Saturday Evening 
Post. 

The 1,261 independent grocers 
participating in the study were 
asked in this second report to 
indicate which items they now sell 
in a selected list of commodities, 
and which they plan to stock. An- 
swers to the latter question were 
received from 699 owners. 

Of all stores, 13.6% now handle 
film while 22.4% plan to add this 
item; 47% sell quick frozen vege- 
tables and 21.5% will add this 
line; 46.7% sell ice cream and 
13.2% plan to sell it; 12.8% offer 
their customers small electrical 
appliances and 12.5% will add that 
line; and 22.3% sell electrical ex- 
tension cords, while 10.4% plan to 
add that item. 


To Add Magazines 


Other commodities now stocked 
by fewer than 50% of the stores, 
and in which owners expressed 
considerable interest, include gift 
wrapped box candy, camera sup- 
plies, table candles, magazines, 
beer and wine. While 8.8% of the 
stores now offer magazines, an 
additional 5.4% would add them. 

Effect of trade barriers such as 
special product licenses and taxes 
is seen in the number of stores 
handling margarine; in those of 
highest volume, 97.4% now sell 
margarine, while only 58.8% of 
the stores doing less than $10,000 
volume sell this commodity. The 
percentage of variance between 
the low and high volume groups 
is much less with butter than with 
margarine. 

Among stores covered by the 


The COAL STRIKE 
didn’t scare the 
Oil Burner Owner 


. . . Which is one reason 
why the normal trend 
to oilheating has been 
so enormously accel- 4 
erated . . . why ad- 
vertisers in this pub- 
lication are getting 
such amazing re- 
sults. 


oe 
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FUEL OIL & OIL HEAT 
232 Madison Ave., New York 16, N. Y. 


ueloil & 
ial heat 
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ONE DOMINANT PUBLICATION 


serving Manufacturer, Wholesaler, Retailer 


study, those in cities of 25,000 or 
more population did a 1945 vol- 
ume of $60,000,000 and of this 
total, meighborhood stores. ac- 
counted for 62.7%; stores in out- 
lying shopping areas 22.9%, and 
central business district stores 
14.4%. 


Self-Service Expanding 


Of all stores, 21.4% are com- 
pletely self-service in the pack- 


nearly half of the stores studied 
plan to expand self-service mer- 
chandising. Only 3.3% plan to 
decrease self-service in the months 
ahead. 

Plenty of window display ma- 
terial supplied to grocers by man- 
ufacturers is discarded unused, 
and the study notes that con- 
siderable care must be given to 
this material if its usage by groc- 
ers is to be increased. Of the av- 


most frequently found among the 
high volume stores. 

Of the grocers queried, 67.8% 
employ local advertising and of 
these 68.4% use newspapers, 32% 
printed circulars and 9% radio. 
High volume stores make the most 
use of radio, although only 18.5% 
of those employing newspaper ads 
also use radio. 


Promotion Factors 


Advertising Age, July 15, 1946 


for advertisements to reach their 
customers. 

In considering factors most im=- 
portant in selecting brands to pro- 
mote, grocers list high turnover, 
net profit, national advertising and 
appeal to best customers as the 
top factors. Turnover and good 
national advertising are the two 
most frequently mentioned by 
owners of stores doing $100,000 


aged grocery department, while} erage material now received, only 


Grocers report that Thursday 
54.8% are part self-service, and|33.6% is used. The rare users are| and Friday are the two best days 


or more business. 


Of all stores, 43% are members 
of buying cooperatives, and such 


KNOCKOU 


‘‘a revolution as sweeping as sound pictures...” 


“From the standpoint of viewing sports, last 
night marked a revolution as sweeping as 
sound pictures ... television won all eight 


rounds.” —PHILADELPHIA DAILY NEWS 


“every detail could be followed...” 


“The action was clear and every detail of the 


fight could be followed... 


“During the preliminaries, most of the guests 
. . . seemed somewhat awed by the occasion. 
There was a feeling of “What hath God 
wrought” in the room. But when the main 
bout went on, all seemed to forget they were 


watching a screen.” 
—PHILADELPHIA RECORD 


“television history was made.”’ 


“Television history was made last night. 


« . . the presentation . . . evoked words of 
praise far beyond anything yet heard regard- 
ing the almost limitless possibilities of video. 


“The NBC—WNBT transmission of the fight 
... was magnificently achieved by the use of the 
RCA image-orthicon tube in three cameras. 
Viewers were able... to catch every motion, 
every scowl or grimace, with as much ease as 
that provided by good quality motion picture 
photography.” 

—RADIO DAILY, NEW YORK 


‘cwonderful stuff, this television.” 


“ .. Television... looked good for a thousand- 
year run. Many of Washington’s highest digni- 
taries—some who couldn't get away for the 
actual Yankee Stadium scrap, and some who 


preferred to see the battle the easy way— 


turned out. Louis’ victory was almost over- 
shadowed by the new medium. 


“Wonderful stuff, this television.” 
—WASHINGTON POST 


‘|. . a hundred dollar seat.”’ 


“... When the camera focused . .. on the actual 
battle you were there in a hundred dollar 


seat.” —THE BILLBOARD 


««.. . a better seat than the front row.”’ 


“With RCA’s new image-orthicon camera, in- 
stalled only recently and used almost for the 
first time for the heavyweight championship 
fight, television brings you a picture almost as 
sharp, although much smaller, than a news- 
reel. But, unlike a newsreel, you can sit three 
feet away if you like. 


“Television gives you a better seat than the 
front row. It was as if you were sitting in an 


armchair at ring level...” 
—N. Y. HERALD TRIBUNE 


‘action like that on a movie screen.’’ 


“The images were in black-and-white, of 
course, and clear. The fight action appeared 


like that on a movie screen.” 
—N. Y¥. UP RADIO CORRESPONDENT 


“the fight .. . came in clearly. . .”’ 


“The fight picked up by five cameras in the 
stadium came in clearly and it seemed as 
though you were sitting in an elevated chair 
about three or four rows away. Those at the 
fight may have been disappointed but not 


those via television.” —UNITED PRESS 
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KOW Rate Raised > 


The network evening hour rate 
for KQW, CBS affiliate in San 
Francisco, was increased from 
$290 to $325, effective July 15, in 
line with an audited 44% night- 
time circulation gain. 


Names McGillvra 


Joseph Hershey McGillvra, Inc., 
has been named national repre- 
sentative of Station WJOY, Bur- 


WARD Joins CBS 


WARD, Johnstown, Pa., will be- 
come the Columbia Broadcasting 
System’s 158th affiliate Aug. 1. 
The station, a 250 watter operating 
on 1490 kilocycles, is managed by 
George E. Gartland for the Cen- 
tral Broadcasting Company. 


Boston Conference Set 


The 18th Boston Conference on 
Distribution will be held at the 


Opens Label Exhibit 


Ever Ready Label Corporation 
has opened a six-week exhibit of 
“Labels Americana,” covering 19th 
century display and packaging 
labels, in its reception room at 
141 E. 25th St., New York. 


Brown's Names Agency 
Brown’s Beach Jacket Company, 

Worcester, Mass., has appointed 

Wilson, Haight & Welch, Inc., 


1946 Advertising Age, July 15, 1946 
their membership permeates every vol- 
: ume grouping, the study shows. 
im= Interest in joining co-op buying 
pro- groups is greatest in those regions 
over, where a large number of stores 
and already hold memberships. 
the Extensive remodeling is con- 
good templated by a large number of 
two store owners, and 67.7% of these 
by are seeking more floor space to 
),000 care for more customers, provide 
better care for present customers, 
yon better display present lines, and 


take on more lines. 


lington, Vt., a new ABC affiliate, | Hotel Statler, Boston, Oct. 14 and| Hartford and New York, as its 
which will go on the air Aug. 15.| 15. agency. 


w NBC’S exclusive telecast of the 
in title fight hit the press: 


| “‘television’s rooters . . . optimism justified.” 


| 


“. .. television’s rooters predicted that its suc- 


cess in handling the Louis-Conn fight would do 
for the new medium what the Dempsey- 
Carpentier bout in 1920 had done for radio. 
Based on what we saw last night, their opti- 
mism was justified. The camera work was 
excellent and the close-up telecast of the action 
in the ring was sharply defined, better than we 
have ever seen... The ringside pictures were 
tops.” —N. Y. NEWS 


“video has hit the bigtime’’ 


“It took Joe Louis eight rounds to stop Billy 
Conn but television required considerably less 
time to establish its own lethal wallop .. . 


Video has finally hit the bigtime.” 
—VARIETY 


“doubters kayoed by fight telecast” 


“Billy Conn wasn’t the only fellow knocked 
out at Yankee Stadium last Wednesday night. 
There was a clean left to the jaw scored against 
many of those who doubted that television is 
ready for the public... 


“B-W video had been given its greatest impetus 
since the visual art sprang from the laboratory 
a score of years ago. The reception was prac- 
tically perfect. Every blow, every move about 


the ring was followed.” —BROADCASTING 


NATIONAL 


‘ceveryone there was sold” 


“T saw the Louis-Conn exercises last night from 
all the best angles, in distinguished company 
and utmost comfort, as a guest of NBC-WRC 
and RCA at their demonstration of network 
television at the Statler Hotel .. . In fact, any 
of you who have been withholding decision on 
television as an entertainment investment, 
pending word of this demonstration, may get 
in line at your nearest dealers, behind me or 
one of the 600-odd assorted Congressmen, 
Cabinet members and other top Government 


officials. Everyone there was sold.” 
—WASHINGTON DAILY NEWS 


‘«. . . a booster for television’’ 


“Speaking of the fight, we saw it televised ... 
and must admit it made us a booster for tele- 
vision ... we attended Louis-Nova several years 
ago, ringside seat, and saw Louis-Conn a lot 
better...” —SCHENECTADY UNION-STAR 


NBC’s Louis-Conn telecast was seen through facilities of 
WNBT (NBC) New York 

WPTZ (Philco) Philadelphia 

WRGB (General Electric) Schenectady 
W3XWT (DuMont) Washington 


A SERVICE 


- television 


BROADCASTING COMPANY 


OF RADIO CORPORATION OF AMERICA 
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Spam, GI Gripe, 
Holds Sales Lead 
of N.Y. in Mutti 


NEw YorK—Despite the vows 
made by many a serviceman never 
to let the stuff pass his lips once 
he shed the brown suit, Spam is 
the top-selling canned luncheon 
meat in the New York market, 
and average sales of all luncheon 
meats are 125 cans per 1,000 fam- 
ilies per week, according to a re- 
cent New York Times survey. 

The survey says that upper- 
half income families average 153 
cans per week, while lower-half 
families account for 100 cans. 
Spam accounts for one-third of 
sales in ‘all groups, and Treet is 
second with one-sixth of total 
sales. 

The Times’ division of upper 
and lower-half families is based 
on 116 districts in the metropoli- 
tan area which were rated A, B, 
C, D on the basis of rents. Using 
1940 rentals and income levels, 
this cross-section is segmented so 
that A represents $4,000 and up 
annual income, B represents 
$2,400-$4,000, C represents $1,800- 
$2,400, and D represents below 
$1,800. 


Kraft Aired Wednesdays 


Kraft-Foods Company’s renewal 
of “The Great Gildersleeve,” 
through Needham, Louis & Brorby, 
Chicago, calls for broadcast on 
Wednesdays, instead of Sundays, 
as previously reported in AA. Ef- 
fective Sep. 11, the show will be 
heard from 7:30-8 p.m., CDT, with 
a live repeat broadcast for the 
western states from 10:30-11 p.m., 
CpT. 


Sign Company Moves 
Ohio Displays and Ohio Sign 


Company, Cleveland, has moved 
to new offices at 1900 E. 19th St. 


Iron Mountain-Kingsford 
(Michigan) Per Capita 
Income Above JU. S. 
Average. 


Iron Mountain is shown to be a 
more prosperous market, with a 
pent-up spending potential 
greater than that of most cities in 
the country, according to Sales 
Management's new survey of buy- 
ing power. 


Residents of Iron Mountain had 
a gross income from all sources of 
$13,150,000 in 1945, an increase 
from the $12,243,000 of 1944. 
After payment of federal taxes 
there was left an effective buying 
income of $1,218 per capita, 
which compares favorably with the 
national figure of $1,036 per 
capita and with that of the state 
$1,135, and the East North Cen- 
tral States, $1,130. 


The effective way to tap this sur- 
plus of real spending money is by 
advertising in the newspaper that 
| reaches all the families in the 
market — 


The Iron Mountain News 
National Advertising Representative 


| SCHEERER & CO. 


Chicago |, _ New York 17, 
35 E. Wacker Dr. 44 Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 
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and will supply newspapers with 
tested materials to enable devel- 


Bureau's Retail 
Committee Maps [time's individual papers 
3-Point Program (3) Send staff members to in- 


dividual newspapers to encourage 

NEw YorK—The retail commit-| use of division material, such as 
tee of the Bureau of Advertising,| the monthly selling kit and the 
American Newspaper Publishers| weekly retail memo. Meanwhile, 
Association, under direction of|an adequate field service is being 
John Gieson, will concentrate ef-| organized. 
forts on three major activities in| George G. Steele, retail adver- 
the coming year, the bureau has/tising manager of the Philadelphia 
announced: Bulletin, has just taken over the 


(1) Increase attention to chain 
organizations, and soon will begin 
publication of a newsletter de- 
voted to the chain store field. 

(2) Emphasize sales training 
for newspaper advertising staffs, 


chairmanship of the committee 
(AA, July 8). He has been serv- 
ing as vice-chairman of the com- 
mittee under Don Bernard, adver- 
tising director of the Washington 
Post, who has been chairman since 


TONE STATS 


Photostats toned sepia, blue, or green. 
To help you discover new ways to im- 
prove your layouts, portfolios, etc. We 
will submit ''Free of Charge" an extra 


tone stat on your first photostat job. 


IMMEDIATE PICKUP AND DELIVERY 


a ww Den, ae 
Royal Phota Service 
——— -RAN4796 


on 
123 W MADISON ST CHICAGO 2. 


its inception last summer. Mr. | 
Bernard, who is president of the 
Washington Rotary Club and a 
director of the Newspaper Adver- 
tising Executives Association, re- 
signed because of the pressure of 
other activities. 


‘Tribune’ to Replace 


Magazine Section 


Effective Oct. 13, the Chicago 
Sunday Tribune will carry a new 
tabloid section, running from 24 
to 32 pages each issue and printed 
in rotogravure, as is the present 
color graphic section. The new 
section will replace the standard 
size magazine section introduced 
in 1932. 

Advertising will be available in 
monotone and four colors, with 
the type size for color pages, 
9 13/16x14 inches and for mono- 
tone, 9 13/16x14% inches. 


Hargrove Joins TWA 

Frank H. Hargrove, formerly as- 
sociate producer of Films for In- 
dustry, has been named motion 
picture manager of Trans World 
Airline. 
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advertisers, too. 
from latest Sales 


data 
( Market ° 
population 


Over 200,000 


| 
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(60% on the Hlinois side) 
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Walker A. Williams, new sales manager of Ford Motor Co., Dear- 
born, was given a silver service by the Ford Dealers of New England 
at a party in his honor at the company’s offices in Somerville, Mass., 
before he left Boston. The presentation was made by John Cahill, 
sec’y of the Ford Dealers Ad Ass’n. .. 

F. S. Auger, of Procter & Gamble of Canada, and Stuart Phil- 
pott, Photo-Engravers & Electrotypers, Toronto, representing ad- 
vertisers at large and the graphic arts, respectively, have been ap- 
pointed to the ’46 ad awards jury of the Association of Canadian 


Advertisers, completing the set- 
up. Others are Morgan East- 
man, for the Canadian Ass’n of 
Advertising Agencies; Lloyd 
Moore, for the Canadian Asso- 
ciation of Broadcasters; William 
Wallace, Canadian Daily News- 
papers Ass’n; Geo. W. James, 
Canadian Weekly Newspapers 
Ass’n; E. R. Milling, Periodical 
Press Ass’n; Alfred E. Hall, 
Poster Advertising Ass’n; W. O. 
H. James, Dominion Bank, and 
Harold E. Stephenson, Canada 
Starch Co., for tthe Association 
of Canadian Advertisers. . . 

June brides of radio were 
Nancy Grey, women’s director 
of WTMJ, Milwaukee, who 
married Stephens McIver of 
Pasadena in Claremont, Cal., 
and Barbara Conner, of KGO’s 
traffic dept., who married Jim 
Moser, of KGO’s newsroom, in 
San Francisco. . . 

Larry Fritz, copywriter with 
Aitkin-Kynett Co., Philadel- 
phia, is author and illustrator 
of a piece in the August issue of 


STRIKE ONE—It happened aboard the 
Skipjack, operating out of Jacksonville. 
Using his own light tackle, Florida's 
state advertising director Roy C. Beck- 
man tangled with a 15-pound bonita 
that gave him a battle royal. Watching 
is Hunter Lynde, executive vice-presi- 
dent of Newman, Lynde & Associates, 
Jacksonville advertising agency, and 
president of the Allied Advertising 


Agencies of Florida. Beckman brought 
his fish to gaff. 


Holiday. It’s about windjam- 
mer cruising in Maine, and il- 
lustrated with Kodachromes 
taken by the author on his latest cruise. . . 

John Canning, of the public relations dept. of Standard Oil (Ind.), 
has been elected a director of the Grinnell College Alumni Associa- 
tion for a two-year term. He also heads the Chicago Grinneil Club 
of alumni faithful to the old alma mater in Grinnell, Ia. . 

One of Chicago’s ad veterans, W. Frank McClure, sec’y of Smith, 
Benson & McClure, who lives in suburban Wilmette, has been re- 
elected pres. of the North Shore Sunday Evening Club, the leader- 
ship of which he has held ever since he founded the organization 
33 years ago.... 

Paul S. Armstrong, gen’] mgr. of the California Fruit Growers 
Exchange, Los Angeles, was awarded the honorary degree of Doc- 
tor of Agriculture by his alma mater, Michigan State, last month. 
He’s been with Sunkist since 1916, the year following his gradua- 
t16n.... 

Due for a rest is Arthur A. Howard, account exec. of Howard- 
Wesson Co., Worcester, Mass., and treas. and director of Worcester 
Engraving Co., who is retiring after a business career of 44 years. .. 

Nice summer work if you can get it is being handled by Coletta 
McCabe, who is on leave from the John A. Finneran agency, New 
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ONE YEAR OLD—Officers of Mercready & Co., Newark, celebrating the 

agency's first anniversary in this business-like way are, left to right: Thos. H. 

Hall, vice-president; G. Andrew Thompson, vice-president and art director; 

L. W. Van Denburgh, assistant secretary; Herb Mercready, president, and 
Dorothy A. Drury, secretary. 


York, to do publicity and advertising for the Rollins Theater School, 
Lennox, Mass., for the season. . . 

Those “shirt sleeve sessions” run by the St. Louis Adclub are on 
again, and the summer’s first, held July 9, had A. O. Buckingham, 
v.p. & dir. of adv. of Cluett, Peabody, as principal speaker. “Red” 
Motley, pres. of Parade, was there, too. Robert D. Lewis, ad mgr. 
of Laclede Gas Light Co., is chairman of the program, which has 
Edwin L. Sullivan, nat’l ad mgr. of Better Homes & Gardens, sched- 
uled for Aug. 6... 

William T. Geller, production chief of Hanly, Hicks & Montgom- 
ery, New York agency, is doing a series of articles, entitled “Young 
Men in Production,” for Highlight, new graphic arts monthly. The 
articles are designed as a guide for ambitious vets interested in ad- 
vertising. . . 
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Magazine Spreads 
Start Promotion 
for ‘Twindows’ 


PITTSBURGH—Spreads in such 
publications as Architectural 
Forum, Architectural Record, and 
Progressive Architecture are 
launching Pittsburgh Plate Glass’ 
newest product, Twindow—“the 
window with built-in insulation.” 

Twindows, explained E. L. Pat- 
ton, manager of glass advertising 
and promotion, are integral in- 
sulating units of two or more 
‘plates of glass enclosing a quar- 
ter or half-inch hermetically 
sealed airspace framed with a 
light gauge stainless steel channel. 
“It is one of the most efficient 
thermal and dust insulation units 
yet developed,” he added. 


Seeks Industrial Sales 


In the initial spreads and in a 
series of double and single page 
insertions in such publications as 
Engineering News-Record, Factory 
Management and Maintenance, 
and Nation’s Schools, the adapta- 
bility of Twindows for florists’ 
display cases, windows for fac- 
tories operating under controlled 
temperature and humidity condi- 
tions, glazing of schools, hospitals 
and _ institutions, etc., will be 
covered. 

Application of the Twindow in 
the home will be emphasized as 
part of the glass advertising pro- 
gram in Better Homes & Gardens, 
Ladies’ Home Journal, and The 
Saturday Evening Post, and home 
use will also be outlined in ads 
in American Builder and Practical 
Builder. Several insertions are 
also planned for Business Week 
and Time. 

Batten, Barton, Durstine & Os- 
born is the agency. 


s ‘ f 
Chamberlain to ‘Deb 
Grant. Chamberlain, former 
vice-president and Chicago man- 
ager of Abbott Kimball Com- 
pany, has joined Deb, New York, 
as advertising manager. 


EYE’CATCHERS 


Makes your job 
easier. 

Gives you quick- 
click ideas. 
Multiplies pull of 
your ads. 

100 new top-notch 
adv. photos to 


choose from every 
month. 


Covers all lines 
business. 

Puts every promo- 
tion in big league 
class. 


New York’s top 
models. 


Money saving sub- 
scription plan. 


CLIP AD TO LETTER-HEAD 


Fess e ee ee eee 


'FREE!...mail this now! ! 


i EYEXCATCHERS, Inc. 10 E. 38th St., N.Y. 16 ; 

i Please send FREE proofbook referred to in ad. l 
No obligations. 
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Leaves Textron 


Helen Wells has resigned as 
merchandise manager of home 
fashions for Textron, Inc., New 
York, effective Sept. 1. She plans 
to open an office as a home 
fashions styling and merchandis- 
ing consultant. 


Sill Joins Tarcher 


Jerome Sill joined J. D. Tarcher 
& Co., New York, as radio director 
on July 1. He was formerly east- 
ern station relations manager of 


the Mutual network and pre- 
viously handled business develop- 
ment for American Broadcasting 
Company. 


Bureau Names Three 
Stedman Chandler, recently re- 
leased from the Army, has re- 
turned to the Pacific Coast divi- 
sion of the Bureau of Advertising, 
American Newspaper Publishers 
Association, San Francisco, as pro- 
motion manager. L. S. Van Sant 
has been appointed account ex- 
ecutive. Roy Bradt, who was pro- 


motion manager for the past three 
years, has been named field serv- 
ice representative of the retail 
division. 


FC&B Promotes Czutfin, 


Lucky Strike Executive 


Foote, Cone & Belding, New 
York, has appointed Stephen Czu- 
fin, its account executive on the 
American Tobacco Company ac- 
count for Lucky Strike cigarets, 
a vice-president of the agency. 
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Cone & Belding since the agency 
was founded in January 1943, and 
prior to that. he was with the 
agency’s predecessor, Lord & 
Thomas. 


Picard Adds Partners 


Picard Advertising, Inc., New 
York, took three staff members, 
Florence Lennon, space buyer; 
Sydney Leff, art director, and 
William Marvin, account execu- 
tive, into partnership on July 1. 
All three have been with the firm 
about 15 years. 


Mr. Czufin has been with Foote, 


BUT... 


ou cant buy EXPERIENCE 


we Il sell it to you 


No —this isn’t double talk! It’s 
really very simple when it refers 


to typographical experience. 


There is only one way to be- 
come an expert typesetter— the 
hard way. You must undergo a 
long apprenticeship—doing the 
simple things over and over again 
before being entrusted with more 
complicated tasks. The learning 
process takes time. No amount 
of money will buy a short cut. 
To become a master craftsman, 


you must earn the title. 


The “know how”’ in interpreting 


the proper selection of type for 


The 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY -« 


Typography that 


your work in an ATA shop is 
contributed by experts who have 
learned through long training 
under other master craftsmen. 


That is just one of the many im- 


_ portant services the Advertising 


ATA SERVICE 
gives you these benefits: 


Highest Quality Intelligent Service, 
Expert Craftsmanship, a Strict 
Ethical Code, Complete Facilities, 
Dealing, Good 
Taste, Uniform Practices, Greatest 


Sound Business 


Choice of Type Faces, Type Service 
for All Advertising Purposes, 
Lowest Practical Costs. 


sets up an Ideal 


Typographers Association of 
America, Inc. has to offer—un- 


excelled workmanship on any job. 


The best typography is always 
experienced typography. That is 
the kind you may be certain of 
getting from any ATA member. 
It is the only kind that the 
association has produced in the 


past two decades. 


If you are not familiar with ATA 
service, get acquainted with a 
member company at once. The 
connection will mean better work, 
less worry and more profits. Isn’t 


that worth a phone call? 


Advertising lypographers Association 
OF AMERICA, INCORPORATED 


ALBERT ABRAHAMS, EXECUTIVE SECRETARY 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edward Sahlin 
Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 


Runkle-Thompson-Kovats, Inc. 


Frederic Ryder Co. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, OHIO 
Dayton’s Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co. 
Fred C. Morneau 
George Willens & Co. 


INDIANAPOLIS, IND. 


The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 
Samuel Katz, Typographer 


MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, 
Typographer, Inc. 


NEW YORK, N., Y. 

Ad Service Co. 

Advertising Agencies’ Service 
Company, Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 


Atlas Typographic Service, Inc. 


Central Zone Press, Inc. 
The Composing Room, Inc. 


Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc. 
Franklin Typographers 

Frost Brothers, Inc. 

Graphic Arts Typographers 
Huxley House 


King Typographic Service Corp. 


Master Typo Company 
Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 


The Typographic Service Co. 


Vanderbilt-Jackson 
Typography, Inc. 
Kurt H. Volk, Inc. 


OKLAHOMA CITY, OKLA, 
The Best Type Shop 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 
Paul O. Giesey, Advertising 
Typographer 


ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
Frank McCaffrey’s Acme Press 
of Seattle 


MONTREAL, CANADA 
Fred F. Esler, Ltd. 
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NBC Gives Dyke 


Vice-Presidency 


NEw YorK—Brig. Gen. Ken R. 
Dyke, until recently chief of civil 
information and education on Mac- 
Arthur’s staff in Japan, will re- 
turn to the National Broadcasting 
Company Sept. 2 in a new post as 
vice-president and director of 
broadcast standards and _ prac- 
tices, Niles Trammell, NBC’s presi- 
dent, has announced. 

In his new post Gen. Dyke will 
administer NBC policies govern- 


fr 
; 


Ken R. Dyke 


ing advertising and program pres- 
entations on the air, will study 
“effectiveness of radio as an en- 
tertainment, news, educational and 
advertising medium and the meth- 
ods by which its public accept- 
ance can be further increased,” 
and will seek improvement of 
broadcasting techniques through 
liaison with various network de- 
partments. 

The network’s continuity ac- 
ceptance department, which re- 
views all commercial messages in 
sponsored programs, will report 
directly to him. 


Long Government Service 


One of the very few admen to 
attain general rank during the 
war, Gen. Dyke had served as di- 
rector of national sales promotion 
of NBC and advertising manager 
of Colgate-Palmolive-Peet Com- 
pany before entering government 
service in May, 1942, as advertis- 
ing director of the then Office of 
Facts and Figures. 

When OFF was merged with 
several other agencies to form 
OWI in July, 1942, Gen. Dyke was 
selected by Gardner Cowles Jr., 
deputy director in charge of oper- 
ation, to head the newly-formed 
campaign bureau, which served in 


SAYS... 
74 6/10 per cent of Rockford’s families 
own their own homes. . . they're a home- 


loving, intelligently progressive bunch of 
folks who have what it takes in engineer- 
ing and mechanical ability to make Rock- 
ford one of the leading machine tool 
centers of the world. 


At the Top in Llbinots 
ROCKFORD 


MORNING STAR 
REGISTER-REPUBLIC 


ia are “0 
‘METROPOLITAN POPULATION 


the dual function of a planning 
and coordinating group for the en- 
tire domestic information  pro- 
gram. 

In January, 1943, Gen. Dyke was 
commissioned a major in the spe- 
cial services section of the Army 
and immediately reported for ac- 
tive duty in the far east. His OWI 
assistant, H. Andrew Dudley, took 
over his civilian post. 


Given New Assignments 


Mr. Trammell said that Gen. 
Dyke’s new position with NBC will 
give him an opportunity “to uti- 
lize his widespread experience 


with all forms of information me- 
dia in the task of satisfying the 
tastes, preferences and reactions of 
the great American listening audi- 
ence.” He will be “charged with 
coordinating the results of NBC’s 
extensive and continuous audi- 
ence and business research and 
with the effectuation of any indi- 
cated changes.” 

“During the war,” said Gen. 
Dyke, “I had an unusual opportu- 
nity to watch the effectiveness of 
radio under new and _ unprece- 
dented conditions. In Japan, par- 
ticularly, I saw at first hand the 
results and dangers of complete 


government control of this effec- 
tive medium. 

“Under the American system, 
radio broadcasting is able to bring 
its most comprehensive and con- 
structive contributions to the pub- 
lic. Our task is to improve con- 
stantly its value as an entertain- 
ment, information, education and 
advertising service.” 

Gen. Dyke joined NBC as east- 
ern sales manager in 1939 and be- 
came director of sales promotion 
and research later the same year. 
He left New York July 8 for a 
|/month’s vacation in Bermuda be- 
fore assuming his new job. 


~- - ~ 
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Wise Buys Commentary 


William H. Wise & Co., New 
York book publisher, on July 4 
began 26-week sponsorship of a 
15-minute commentary by William 
Lang on the ABC network, Thurs- 
days at 11:45 am. (EDT). The 
account was placed by Huber 
Hoge & Sons, which also handles 
the Galen Drake program heard 
for Wise Tuesdays on ABC. 


Wilkin Opens Offices 

William Wilkin has opened of- 
fices as an advertising counselor 
in the Kohl building, San Fran- 
cisco. 
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HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 
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directories . . . in continuous preparation during the year... 


of information delivered by the expert editorial staffs of the 9 Haire e 


Merchandising Papers. This constant process of searching for products and 


sources . . . gathering trade statistics .. . compiling trade marks and brand 


names... produces a wealth of live, accurate, basic data that supports the 


authority of each of the Haire papers. That’s why the buyer looks to the 


specialized Haire paper in his own field as “information headquarters” . . . 


and why advertisers in each market pick the specialized Haire paper 


of that field as the proved authority for reaching active buyers. 
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HAIRE PUBLISHING COMPANY, 1170 BROADWAY, NEW YORK 1, N. Y. 


New York * Chicago °* 
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Los Angeles - 


BT ree 


Atlanta ° London 


ee Si I a a aa 


2; + ‘ hy . i - Ms “ -_ — & > 
+ - a ‘ = ” 7 
; oe — — = . sammie 
ty = At 
> ea 
= nn. Se — Le 
Cay 
a 1 
fe 2 Ca 
a ‘ 
: 19: 
ae mé 
tie the 
a4 
oF an 
can - * 
a his 
as 19. 
ca a su] 
f CC 
: H 
‘ 
L 
wi 
Ne 
- : | to! 
oF y me Sa 
Pe a { 3h sere LOT oe ee oe ee ee ee ee ee aaa 
rie” a — Ss ‘ . e ¢ iS 
Bes oe. “a . « 
a * Re ¢ i ; 
ee oe : i . ‘~ : & pe : ‘ - ‘es ? F * 
: " ee Pal e pa ate Pea es a . aa ke 
; pe 3 BSS a! 5S é er arat ze c Pe i 
i aa = 3 } : : Nine a: : ‘en 
a ; y Ss as : : a : Bue eis Coe 
e. ' ss eke sees ae - eee 7 pe Mek oti Z Aer 
es te BAe SS 3 ee e % Soe s * 4 oe ee en ead <2 a a 
/ ag ee i ar x $ ‘ Pee ee 4, F a: ae id 7 a { 
: | : ee . ~s : : . ; fe A — ve »_ Pa ee ’ 
pay f aie % een } : % oe - S a eee “aa 2 Be i i, 
“ila ‘ee > : : ' i __— oe rote. 
oes aa oY : : —_—— ae ea ‘i 7. 2 a Pets. os 
wie : i — ae i ‘a —— ia \ 
eominasnnoots ‘ ‘ F ry re Pe 2 i os } 
ey Be - eae Be si " or : ose ee 
woe i . ¥ 4 ee Tees . a i a ee 
a : ee ee : : — peas Gs =  ————i 
3 cine eee : ie . ae : Es : . a . 
; oe CF a & a i ; a i ln sn 
t eo “ Oe gd | se Ke os a = ri : 
2 i as 5 on . 3 2 °  - oy Fe 
ey f = & e ed = 3 be ee a fe ste he all — . 4 et. 4 ‘— 
fe | ‘ oS —_— Be a i. oe 7 2 te 
ee “o/s ge ce > = gl rr .. oi 
een re Si % a ae ll COC; [s. are. * gf 
bin ae t # ; Fs 7. x ox , Shes d he eo oe a? eee & oe Pie. 3 - Sata cf biol 
ail TE! FE as o» ee a ees UU COT 
ine aN ' ee oe Ss oe i 7 — « oo a bi ae ‘a je °° ee Ps 
ints: { Pe . HSE ae ag m3 $e : cae Ya aa eee : a? Sian Ee e 
me oy fae Fs ES a iat Ss i 
. i Peg ae eo he ee ra : ee : « — ? 
| es = oe. . a : oe a “ aS _ < : a 
F a4 : SF S : se : 3 2... —— 
| ee . ‘ : . = so iy ie = 
/ a * a . ‘ “? : ee b i, } 
sal | Hae ae es * eo Fe a 2 lcd ee * ge st ; ‘ ve aes ee 
: Ss | : : Re ee e : peel oe - ‘2 Jae ste Pte egal : : ; j ss ea a 
ye. | . i co wee 2 : . ; Be sin 5 
tie | ig i a ” a ce er eg ; " : . : : : ™ ily z 
a | i , : ¥ —" ’ i as Pei: J a _* oe ~ gor ie nme aa a ee: cs 
- | | e. Le a et = , Se 
2 ode Sea Lk ees cae —* = & . i sar ain ” ee ae ee ie es 
. | ' : os eee al eS aa i. eo Bx: & o x Sie bi Nee ar ee Pe tae : 
ere | : : ‘ tind, te i ci al. : i —— «as : cies “a i a) aR i ae : 
—_ ee . s * —" ce — % es a 2 eR eR ee 
’ shes ee —S ll rl ee : eed ee a ee 2 aera (a < ae ee ee ee et 
H aie Fe ; 3S Se ala eS iw ie P { ‘ u is te es oo oe oe eS — hie ace Fe al 
so. ” : oh Oe. ee ae aaa gee We SB : SENEA ae i se eee i ete oS an 
wr ee , “ ~ es gee ‘ : ee as Dt ue i eee ye 
ee cane j ene : is Le a eo are i ee tmereee pe ne: ae oe : 
a ie | g * aed . ¥ * Mase a Re : ; SS MS, ee Sy inne = ee cota raee " ie ‘ cs 
siete | F oe es ee _ Emagen 8. Pe ie ae ts Too laps re Bea eee 
eee . wie Bilis. i ae ee MM Gc te ar! Ee ee Sees. og Ree anc, team 
pen lon ck ili a a ala sii, ee we Ps irr ee eed . gs. peek gir cae RU Re ae Nid ot Rectins. a eee a SR 6 eg AE ea oo . 
Bs A a ae eee ae mart 2 li ol oe ee se POI ig Sh or SM a Den ae ie ble Oey PRS CORE. Cae ee bei, ea oT eer 4 
pet ee PF ean oe re OR ieimearienat ae ee i ee ie Sore. — cue i ca shes a da BS Ce a ci es SE Si ee: Sai Nei eee 27 ope tee 
os F ee ae mS oe Shien es ae it Boe og a ie ip ost bei fee mg cee if bi ee oi : rome Sy ies +e si ie Boge gst ees bg oo Tie eS % el ss 
pe : ee ‘ Reiss hg tote eo — coun ag i a i eg 
a hes : sss ; Agee? & ee i i A onc oe ee a 
a i ‘ : eS 7 ee 
| | — ee "- 
ae | 
aay 4 
Pe ie * . 
echo: ee Z 
: A } i f 
oe q 
ies 
é 3 | en 
A ap ks ——————— | f 
eee me a ’ } ~ k 
oe eS : . G ) re ‘ M : 
‘alii co gO A \\ 4 
7 ‘a Sap g 
aos , 1) £4 . 
fet ae £ J 4 : 
iy WO) A Fs 
me , of Le 
- qRAdING g> Z & = 2 
Sno aed ' 2 
Pi gicH 13 count’ Vi, / r) 4 re . 
: ~ pAARKET ae = — 4 
we [é yes 
< 1 a J) 
ee f * 
ae 5 , 4 
es / Ld 
Ee t \ j FP os —_ . | xa 
‘ re 
SS 
i wy \ 
a 
H | oe ; : 
|  —— ‘ 
a \ \, ae — ee 
| a | 
‘ ‘ “ Sil ae ee lsc inlined ets sata cai aa la eae ee a ee eee Se eS OS ee nes Pom T 


Sew eT 


Advertising Age, July 15, 1946 


Lever Promotes Palmer 
William E. Palmer, who joined 
the Lever Brothers Company at its 
Cambridge, Mass., home office in 
1936, has been appointed division 
manager for territory comprising 
the principal cities of Baltimore, 
Washington, Harrisburg, Norfolk, 
and Richmond. Mr. Palmer began 
his field career in this territory in 


1941 and was most recently field |. 


supervisor in New York. 


Heads Dunhill Advg. 


Seymour Nussdorf, formerly 
with Paramount Cosmetics, Inc., 
New York, maker of Renee Thorn- 
ton cosmetics, and Sales Affiliates, 


Inc., New York, has joined Al- 
fred Dunhill of London, Inc., and 
Mary Dunhill, Inc., New York, as 
advertising manager. He succeeds 
Richard J. Prentiss, who will leave 
for Chicago July 27 to represent 
the Dunhill organization in the 
Midwest and Southwest. 


Industrial Admen Elect 


Harold Bates, sales promotion 
and advertising manager of Philip 
Carey Mfg. Company, Lockland, 
O., has been elected president of 
the Cincinnati Industrial Adver- 
tisers Club. Other officers elected 
are Edward A. Meyer, president 
of Belfont Company, Franklin, O., 


and E. L. Gouedy, advertising 
manager of Eagle-Picher Com- 
pany, vice-presidents, and Glenn 
Ulfers, district manager of Mac- 
Rae’s Blue Book, secretary-treas- 
urer. 


Hoekstra Leaves KMOX 


Jerry Hoekstra, public relations 
chief and director of public affairs 
for Station KMOX, St. Louis, has 
resigned after 12 years. He will 
return to his home in Kalamazoo, 
Mich., to run his established mu- 
sic studios in Kalamazoo and 
Grand Rapids. David Moore, also 
with KMOX, has been transferred 


Elect Strietmann V. P. 


George H. Strietmann, vice- 
president and general manager of 
Strietmann Biscuit Company, Cin- 
cinnati, a division of the United 
Biscuit Company of America, has 
been elected vice-president of the 
parent company. 


Camera for Air Checks 


Construction of a 16 mm. cam- 
era setup for making “air checks” 
of television broadcasts has been 
started at Telefilm Studios, Holly- 
wood, and is expected to be ready 
for use on the Pacific Coast in 


to CBS in Chicago. 


September. 


FASHION ACCESSORIES has won the confidence of buyers in. 


its field as the basic source of current trade istsmanbin: 


Contributing to this confidence is the authority gained 
through the compilation of the trade’s directories. It’s 


another reason why accessories manufacturers find 


FASHION ACCESSORIES the most resultful channel 


of communication with. main floor merchandisers. 


Send for our complete fact folder. 


Se 


QUICK FACTS... 


The only publication devoted ex- 


clusively to the primary interests 
of main floor accessories buyers. 
e 


Editor: Leslie Corner brings to 
American accessories buyers the 
authority and ‘know how” of long 
experience in fashion retailing 
and publishing. Her authority as a 
stylist is based on long years of 
service in department stores and 
retail fashion establishments. 


e 


Glove Editor: Bessie McClain, for 
twenty-five’ years nationally rec- 
ognized as an authority in the 
glove industry, keeps FASHION 
ACCESSORIES’ readers up-to-the- 
minute on all that is new and im- 
portant in glove merchandising. 
° 


The readers of FASHION ACCES. 
SORIES buy GLOVES - JEWELRY - 
BLOUSES - HANDKERCHIEFS - 
HANDBAGS + SCARFS> NECK- 
WEAR + BELTS - FLOWERS - HAIR 
ACCESSORIES > UMBRELLAS - 
NOVELTIES. 
s , 

Most FASHION ACCESSORIES’ 
buyer-readers buy 6 or more ac- 
cessories lines .. . proved by a 
survey compiled by the Haire Re- 
search Department. Survey avail- 


able on request. , 
s 


_ Concentrated coverage of acces- 


sories buyers in department stores 
and leading specialty shops—gives 
advertisers influence at the point 
where accessories are SOLD. 

e 


FASHION ACCESSORIES 
Li//Z 


THE N 


HAIRE oo 


ERCHANDISING PAPERS= 
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HAIRE PUBLISHING COMPANY, 1170 BROADWAY, NEW YORK 1, N. Y. 
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Hudson Dealers 
Like Newspapers 
for Co-op Program 


DETROIT — Newspapers topped 
all other media by a big majority 
in a survey of distributor-dealer 
preferences conducted by Hudson 
Motor Car Company. 

The study, conducted as part of 
the company’s new cooperative ad- 
vertising program, covered all of 
Hudson’s 3,000 dealers and dis- 
tributors in the U. S., according to 
M. M. Roberts, manager of adver- 
tising and merchandising. 

The local cooperative ad plan, 
designed to support retail sales ac- 
tivities with intensive local ad- 
vertising, will supplement and am- 
plify Hudson factory advertising 
activities, Mr. Roberts said. Hud- 
son plans to carry on its national 
magazine, key city newspaper, 
trade publication and other na- 
tional advertising in addition to 
the local cooperative program. 

Brooke, Smith, French & Dor- 
rance handles the Hudson account. 


Porter Elected Head 
of Chicago Sales Group 


Henry L. Porter, manager of 
wholesale sales promotion of 
Standard Oil Company (Indiana), 
has been elected 
president of 
the Chicago 
Sales Execu- 
tives Club, suc- 
ceeding Karl D. 
Franke, vice- 
president of 
Hydrox Corpo- 
ration. Other 
new officers of 
the club include 
G. T. Morrow, 
Curtis Lighting, 
Inc., 1st vice- 
president; Harold W. Dotts, Jewel 
Tea Company, 2nd vice-president; 
John C. Harkness, McKinsey, 
Kearney & Co., treasurer, and Rus- 
sell G. Davis, Foote Brothers Gear 
& Machine Corporation, secretary, 

The club, which is commemo- 
rating its 10th anniversary, has 
275 members who employ more 
than 50,000 salesmen and repre- 
sent leading business firms of the 
city. 


H. L. Porter 


WOW ' 


4 MILLION MILES 
OF SMOKES! 


Richmond factories turned 
them out! Over 100 billion 
cigarettes in 19451 Enough 
to encircle the globe 180 
times! A performance about 
and through which radio ad- 
vertiisers can crow and grow! 
WRNL, in the heart of the 
capito! of Virginia, ‘ down 
where the smokes begin” 
holds the listening ear... an 

the buying power... of the 
smoking publc today | 
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Nash Using New 
Dealer Mailing— 
Portfolio on Ads 


Detroitr—Nash Motors division 
of Nash-Kelvinator Corporation is 
mailing portfolios every six weeks 
to Nash dealers to keep them up 
to date on Nash advertising, on 
“important but seldom-sold” fea- 
tures of the “600” and Ambassador 
models and on proper sales tech- 
niques. 

The portfolio contains a spread 
on Nash production facilities and 
a page or more outlining current 


advertising schedules in news- 
papers, magazines and outdoor. A 
page is devoted to the Nash radio 
show, “Holiday for Music,” heard 
over CBS. Also listed are ads 
scheduled to appear in trade pub- 
lications. 


‘Journal’ Studies Days 


Best for Sales, Ads 


The Oregon Journal, Portland, 
has prepared a study comparing 
postwar, wartime and prewar pay- 
rolls. The survey includes July, 
1941; May, 1942; October, 1942; 
March, 1943, and April, 1946. It 
shows that Portland payrolls for 
April, 1946, were almost double 
those of July, 1941, and that Fri- 


friends and family. 


Agencies Knock Clients Over With Apples! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . 

make impressive holiday gifts for clients, 
Free folder explains all. 


. they 
business associates, 
Prices: $2.75 and up! 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


day was the day when most peo- 
ple were paid, with Tuesday sec- 
ond. Only 1% were paid on the 
13th of the month. 

From the April, 1946, results, 
tables have been set up indicat- 
ing the payroll totals for each day 
of the month and the payroll totals 
for weekdays which, when added 
together, give the approximate 
total for any particular day. Thus, 
a merchant can figure fairly close 
what days to choose for sales 
events, placing of ads, etc. 


P&G Renews Contracts 


Procter & Gamble Company, 
Cincinnati, has signed 52-week re- 
newal contracts with American 
Broadcasting Company, covering 
the sponsorship of “Breakfast in 
Hollywood,” for Ivory Flakes, 
Monday through Friday from 9:30 
to 9:45 a.m., PST, and “Glamour 
Manor” for Crisco and _ Ivory 
Snow, Monday through Friday, 9 
to 9:30 a.m., PST.. Compton Ad- 
vertising, New York, handles the 
advertising for Ivory Flakes and 
Crisco, and Benton & Bowles for 


Ivory Snow. 


ANIW3SLLYIAGY 
WILE Give 


SMART, THESE POLITICOS—Small space ads like this, with the next move 
always an X right near the name, helped Kenneth Malan get the requisite num- 
ber of X's for a job on Utah's supreme court. 


Appoint Cabot Agency 


Harold Cabot & Co., Boston and 
Portland, Me., has been appointed 
advertising counsel for Fisher 
Plastics Corporation and Fisher 
Products Corporatioh, sole selling 
agency for Fisher plastics. 


WHAT DO WE MEAN BY BEAUTY: 


E HAVE SPOKEN FREQUENTLY of the desirability of beauty 
in a poster, yet we reluctantly confess that we cannot define it in posters 
or indoor displays, even though we think of it and speak of it and desire 
it, any more than one can define beauty in a woman. 4 What is beauty 
in a woman? Certainly it is not the orderly arrangement of well molded 


features, nor is it the placement of ruby lips, nor delicate eyebrows, shining, 


intelligent eyes of any particular color, nor the glistening teeth or lustrous hair; nor is it the 
evanescent smile or ravishing complexion. Nor is it the total aggregation of all these, though any- 
one possessing them all might do well in a beauty contest. § Perhaps it may be something so fleet- 
ing and shadowy that it cannot be crystallized into permanent form any more than language may 
be recorded to produce in the mind of another precisely the same effect it had upon us. Yet no one will 
argue effectively that there is no such thing as feminine beauty. §| We all recognize beauty when we 
see it. The foundations of beauty in a poster may be order, arrangement, subject, color, appropriateness, 
simplicity, interest, perfection. And when one lists all these words, one has merely a fairly good list 
of competent nouns. We haven't for one minute defined beauty in a poster —just some of the things 
that may be included in the achievement of beauty. §| Venus, goddess of beauty, according to the 
Greeks of classic times, may not in any way resemble the one we regard as beautiful, yet she was a 
beautiful woman. Claudette Colbert, Vivien Leigh and Ingrid Bergman are popularly regarded as 
beauties. The paintings of Corot, Millet, and VanGogh are beautiful beyond argument. So is the 
music of Haydn, Mozart, Beethoven, Brahms, the waltzes of Strauss and the tone pictures of 
DeBussy. And we might add the brilliancy of a diamond, the color of the emerald, the blue of the 
sky, the lacy leaves bursting into bloom in the forest or the moon rising on the ocean, but none of 
these is definable. § So in posters, let-us say fervently, people will recognize beauty when it is there 
and be equally conscious of its absence. Be sure you have it! 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE @ STOKLEY STREET * PHILADELPHIA 


|Continuity Pays, 


Heinz Vinegar 
Sales Indicate 


NEw YorK—H. J. Heinz Com- 
pany credits continuity of news- 
paper advertising and frequency 
of insertion with sending its vine- 
gar sales last year to an all-time 
high in the company’s 76-year 
history. Details of the operation 
are told in a booklet just pub- 
lished by the Bureau of Adver- 
tising, ANPA. 

Heinz put 75% of its vinegar 
campaign fund into newspapers 
(outdoor posters and magazines 
got the remainder), using 150-line 
insertions twice weekly in 600 
daily newspapers for 13 consecu- 
tive weeks. The drive was timed 
to break when the first green 
salads of the year appeared on 
U. S. tables. 

At the end of the 13-week 
period, consumers had bought 35% 
more salad vinegar and 32% more 
pickling vinegar than ever before 
in Heinz history. 

In addition to the factors of 
continuity and frequency, Frank- 
lin Bell, Heinz’s advertising di- 
rector, feels that “the flexibility 
of newspaper advertising enables 
aggressive promotion of many 
products, such as vinegar, which 
heretofore received little adver- 
tising support. Without this flexi- 
bility, advertising campaigns pre- 
pared on a scale to support special 
nationwide sales drives cannot 
give proper emphasis to regional 
food preferences in different parts 
of the country, to climatic differ- 
ences in various sections, to best 
markets and to many other fac- 
tors widely affecting the food 
business.” 


Roston Opens Office 


Arnold Roston, art director of 
Mutual Broadcasting System, has 
opened his own office at 307 E. 
37th St., New York, as a specialist 
in art direction and design. He 
is continuing with Mutual as con- 
sultant. 


To Rowe & Wyman 

Ohio Casualty Insurance Com- 
pany and La-Stik Mfg. Company, 
both in Hamilton, O., have placed 
their advertising with Rowe & 
Wyman Company, Cincinnati. 


7 )Io 
Pai ° 
© 
3 

+ 

) 

° fe 

Z, 
4 
AAYy™N 

ry 

‘= es 
ee a 


“May I listen to your radio a while, 
lady—I don’t want to miss Terry and 
the Pirates on WFDF Flint.” 
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is con- 


what makes a magazine 
a Magazine? 


is it magazine format? 


Examine The New York Times Magazine. 

It looks like a magazine. 

It feels like a magazine. 

It is made up like a magazine. 

It is a magazine. 

And printed in magazine format, The Times Magazine 
gets from The Sunday Times the added action and 
immediacy that spell extra vitality 


for magazine advertisements. 


The New York Times Magazine 
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Wallace Repairs — 
Commerce Wreck’: 
Seeks Advisers 


Distribution Gets 
Emphasis; Census 
Studies Dropped 


|cover functions of the Smaller 


WASHINGTON — The Commerce 
Department appropriation cleared 
by Congress this week cuts so 
deeply into budget requests that 
most of the projects promised to 
aid marketing men must be aban- 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


had proposed a program heavy on 
/economic facts, which would per- 
| mit 


| doubtful. 


|doned or sharply curtailed, Sec-| 


retary Henry Wallace told Ap- 
VERTISING AGE this week. 

As finally approved, the Bureau 
of Foreign and Domestic Com- 
merce gets $4,900,000 instead of | 
the $14,000,000 it had asked. While | 
it had been operating with only | 
$2,500,000, the new budget must 


War Plants Corporation and FEA, 
absorbed during the year. 
Originally, Secretary Wallace 


“scientific management in 
marketing” instead of “emotions 
or hunches.” Congress, however, 
refused funds for the postwar 
census of business and manufac- 
tures. It cut to the point where 
the sample census of population 
and housing set for fall will be 
abandoned. The consumer income 
study promised next spring is 


Only National Figure 
Under original plans, the con- 
sumer income study would have 
provided data by large cities, 


states and regions, in sufficient de- 
tail to assist business in allocating 


sales quotas, sales forces, adver- 


tising linage and stocks. If it goes 
ahead now, the sample probably 
will be reduced so that only a 
national income figure can be as- 
sured. 

Moreover, planned expansion of 
the gross national product reports 
must be dropped; important ex- 
port sales assistance withheld; 
product and distribution analyses 
postponed; incentive tax and wage 
studies, trade barrier, construction 
activity reports and other projects 
reduced to a skeleton. 


Offers Expanded Report 


On the “credit” side, the de- 
partment will offer an expanded 
“labor force” report, providing 
population, employment and un- 
employment data by large cities, 
states and regions on a quarterly 
basis. It will also improve its cur- 
rent economic reports, covering 
inventories, retail sales and other 
“indicators.” 

Aware that the budget was a 


gress and the “hands off” policy 
of business. He notes that the 
census of business was deleted 
by a straight party vote. “If busi- 
ness wants these services, it will 
have to get by its Republican 
friends,”’ he chuckles. 

Although the market data pro- 
grams have been cut to the core, 
Congress at the last minute 
stepped up from $2,500,000 to $4,- 
750,000 funds for field offices to 
contact small business. 

Mr. Wallace has a definite as- 
signment for “scientific market- 
ing”: To increase productivity by 
achieving more efficient distribu- 
tion, wider markets and continued 
growth. 


Advisory Group Planned 


To strengthen the department, 
he is organizing a National Ad- 
visory Committee on Distribution, 
made up of industry leaders who 
will seek “to stimulate the best 
principles and best methods of 
distribution.” This group will try 
to “put its finger on the crucial 


THE AMERICAN 
BUSINESS MARKET 


THE LARGEST 
IN THE WORLD 


<2 Piste 8 


e WY 


CIRCULATION PRESIDENTS” | CE PRESIBENTS | SECT. &TREAS. | _ MANAGERS 
NATION’S BUSINESS | HHH) LAIR] AR 
461,416 178,788 | 32,498 | 81,521 | 122,389 
FORTUNE i | a 
180,558 37,737 | 9,390 | 5.778 | 34.126 
BUSINESS WEEK (fi = || i 
i 133,768 48,291 | 9,203 | 12.574 | 25,684 
|v. S. NEWS s | | t 
207,155 49,682 | 9.791 | 11,277_ | 30,054 
HE BUSINESS MARKET—Use all Four 


Figures based 


on latest available information from publications. 


Nation's 
Business 


WASHINGTON, D. C. 


| personal defeat, Mr. Wallace is) 
bitter about the attitude of Con-| 


| 
' 


Advertising Age, July 15, 1946 


TESTED—Potato Products Co., Chi- 
cago, is introducing this new aluminum 
foil package sealed with wax, found 
through tests to protect the freshness 
of the product for at least I! weeks. 
The moisture-proof, light-proof, break- 
age-proof package was designed by 
Milprint, Milwaukee. 


elements of distribution” and to 
propose policies which will lead 
to “the most effective methods of 
selling and distribution” by elimi- 
nating waste, improving efficiency, 
reducing costs and stimulating the 
flow of goods from industry to 
consumer. 

He sees advertising as a valuable 
tool of distribution when it cre- 
ates desires for merchandise. He 
objects to advertising “in bad 
taste,” is impressed with the argu- 
ment that advertising is a “demo- 
cratic” sales device, available to 
all on equal terms. 

The Secretary feels that market- 
ing men should have a keen in- 
terest in the industrial advance- 
ment and rehabilitation of under- 
developed areas of our country. 


Sees Vast Markets 


“Marketing men are fully aware 
from their own experience of the 
tremendous new markets that will 
be available when we find the 
way to open up these under-de- 
veloped regions and advance the 
lower income groups to a point 
where they can participate in the 
wonderful products and services 
made available by our industrial 
technology,” he says. 

Disappointed by his recent ex- 
perience on the Hill, Mr. Wallace 
nevertheless looks to an improve- 
ment of the Commerce Depart- 
ment’s economic reporting and 
hopes for eventual enactment of 
the Bailey bill instructing the 
Commerce Department to spend 
$3,000,000 for economic studies of 
“backward areas.” 


Sells Iowa Newspaper 


Stuart C. and Harold S. Henry, 
publisher of the Press, Charles 
City, Ia., have sold the newspaper 
to W. S. Rupe, publisher of the 
Tribune, Ames, Ia., and Paul 
Bumbarger, executive secretary of 
the Iowa Daily Press Association. 

John Zug, on the staff of the 
Des Moines Register and Tribune, 
will succeed Mr. Bumbarger. 


Electrovox Moves 
Electrovox Company, manufac- 
turer of Walco sapphire, ruby and 
alloy tipped phonograph needles, 
has moved its factory and general 
offices to 31 Fulton St., Newark 2. 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 


ADVERTISING |; 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 


a = eS Ad 
shee : a Yr, Y Rak sur 
: ) i pact 
‘GATO) Be 
| ia = . —/, a lau: 
caineneniaiiendiieanalt asi _ ols 
” . “am | aw: 
: ns ee E 
oe re inv. 
au ee a fel 
, —[—————— 
a OO wOQ@ EEO OE eee,  ___<<<<« | 
a alt 42.24, ~~ ’ | | aes 
o FAs. Yj» wesis | | sizi 
a ais a |_|. Z 7 a cf Se 4 é ie > | are 
a Al SS ©€=MN_—h—(CsCMr | are 
, || SS e 
| | Bee NNN \ | | Co 
Re wee amy ») SS | th 
: és : | a Re Pete * : =A ag \\ i 
: -—ve ee er = equ 
ae ee aa e | C 
: on : Wa EE | | r » | clu 
me — Alp | | Ss | pla 
Re Fe ae | Gas i 
Tae YY YY PA ie Be HY rec 
* Y Y Zaees oe Oe ee on | = 
ae PO ra | filn 
de , Pi eo % i 2 > io} 
eee ay ‘ elise o ; ma 
eee = * i 
, f eee | 
wi ne a ne ae ~ era 
ee: ay \ \, | Bin 
‘gil —" a. \ \ | sali 
- | it | (Ga | | 
= Bae ae ( ‘ | Bo 
oe . alae —— fro 
a oe wae ee _ 
a vu can sell the loo Cpe * 
: | et 
3 : | Li 
e | é 
Te —————————————————=_ w 
; | i: 
| 4 o 
a 3 
, | ti 
| | a 
: | f 
| | : 
(= BE 
; | -- T 
H 


EL. 8300 


Advertising Age, July 15, 1946 


British Columbia 
Educational Drive 
Benefits Industry 


VANCOUVER—Somewhat to their 
surprise, British Columbia indus- 
trial companies have found them- 
selves the immediate beneficiaries 
of a new educational program de- 
veloped primarily for school stu- 
dents by the local board of trade. 

The B. C. Products and Indus- 
trial Bureau, cooperating with the 
Department of Education, recently 
launched the educational project 
to combat the impression among 
young people that they must “go 
away” to find suitable jobs. Se- 
lecting canning, weaving and other 
industries for study, the bureau 
invited various companies to pre- 
pare stories and illustrations of oc- 
cupational opportunities in their 
fields. 


Pattern Is Uniform 


The story pattern has been well 
defined for all studies. Empha- 
sizing operations and minimizing 
pictures of machines and plant, a 
collection of photographs has been 
made of all operations of com- 
panies in each field. Commentaries 
are written for the pictures, which 
are made into halftones and 35 
mm. slide strips. The commentaries 
are illustrated and prepared for 
insertion in school notebooks. 
Copies of the film are routed by 
the Department of Education 
among all schools with projection 
equipment. 

Company names were not ex- 
cluded from the studies where 
such names appear naturally in 
plants. For the companies con- 
tributing studies, the series for 
the first time provides complete 
records of operations. Copies of 
the illustrated commentary and 
film are being used for various 
promotional purposes. In addi- 
tion, each company can use the 
material to show employes the im- 
portance of their individual jobs 
in the over-all industry operations. 


Ansco Shifts Williams 


E. D. Williams, sales executive 
in the general sales office in New 
York of Ansco division of Gen- 
eral Aniline & Film Corporation, 
Binghamton, N. Y., has been ap- 
pointed manager of the X-ray 
sales department. 


Boosts Ad Rates 


Science & Mechanics, Chicago, 
will increase its basic page rate 
from $412.50 to $600, with guar- 
anteed circulation of 350,000, ef- 
fective with the July, 1947, issue. 


ELEMENTARY 
AS 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O11 WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 


Joins Chamberlain 


Colman O’Shaughnessy, 
merly director of postwar planning 
and sales research of Stanley 
Works, New Britain, Conn., has 
joined Stanley F. Chamberlain, 
New York industrial design or- 
ganization, as executive associate. 


Kimberly-Clark Boosts 3 . 


D. H. Keck has been appointed 
district representative of Kim- 
berly-Clark Corporation, Neenah, 
Wis., to be in charge of all sales 


for- | 


in Chicago. S. B. Fithian has been 
named to succeed Mr. Keck as 
district manager of paper sales, 
and E. T. Hittson Jr. replaces Mr. 
Fithian as assistant district man- 
ager of paper sales. 


Join Hillman-Shane 

Jules Kopp, formerly with 
Campbell-Ewald, Detroit, has been 
appointed art director of Hillman- 
Shane, Los Angeles. John Cohan, 
previously with J. Walter Thomp- 
son Company, Hollywood, has 


been named radio director, and 


Leona D’Ambrey, formerly with 
Lockwood-Shackelford, has been 
appointed time buyer. 


Appoints McLaughlin 
George F. McLaughlin, pre- 
viously editor of Aero Digest, New 
York, has been appointed con- 
tributing editor of Southern Flight, 
Dallas. He will conduct a monthly 
department known as “Strictly 
Technical,” starting in the July 
issue. Mr. McLaughlin is also di- 
rector of technical publications for 
McLaughlin-Carr Associates. 


31 
Joins Rider & Keister 


James F. Bonnell has resigned 
as eastern editor of American 
Builder to join Rider & Keister, 
New York publicity agency. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago ? 


Farmer readers and WLS listeners astonished 
even me. From thousands of cases, here are 
just a few: Secured a raise in the price of 
mint oil, benefiting a whole rural industry—- 
helped a whole community down in Indiana set- 
tle a $20,000 account-—-saxophone delivered 
—-railroad repaired fence along right of 
way--righted inequality between churches 

and taverns in the wartime use of rationed 
sugar-—-effective campaign to bolster egg 
prices—-livestock claim paid-—-lost crate 
recovered. What a record of service to the 


ices rendered Prairie 


people of "Lincoln Land"!--B.D.B. 


Where Prairie Farmer-WLS 
Influence is Concentrated 


Among 14,000,000 People 


A short time ago I spent a 
day looking through our 

files, back over 105 years. 
And the data covering serv- 


“The history of a business is revealed 
in its files.” 


WM nstge. OTD xsl 


President, Prairie Farmer and WLS 


Who Vouches For You? 


These few examples of service to readers and listeners—and there 
are thousands like them in our day-in-and-day-out activities—are 
significant to every advertiser. They show how Prairie Farmer-WLS 
is the spokesman, the champion, and the servant of the people of 
“Lincoln Land.’ They demonstrate clearly the time-seasoned con- 
fidence of these people in us, which in turn 


definitely leads to confidence in advertisers 
vouched for by us. Your sales messages in 
Prairie Farmer and on WLS will be accepted 


because these prosperous rural and urban 


SINCE 
18a 


JURAIRUE ARMER 


BURRIDGE D. BUTLER. President 


CHICAGO 


and, 


people believe in us. Using these mediums 
together means multiplied selling power... 
“plus” results with economy. 
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magazine provides the modern editorial 
concept and big-name features 

found only in SPORTS AFIELD. 

Their acceptance has 
built the fastest growth, the 

biggest circulation and the lowest 

cost coverage in the market 


that buys the 


best in everything. 
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Philco Gives RCA 
600 Patent Rights 


Philco Corporation stands ready 


to grant non-exclusive radio pat- | 


ent licenses to other radio and 
electronic manufacturers, John 
Ballantyne, Philco’s president, said 
recently in announcing that his 
firm has granted the Radio Cor- 
poration of America manufactur- 
ing rights under more than 600 
of its patents, covering a wide 
variety of receiving devices and 
Philco television and FM develop- 
ments. 
disclosed amount in the deal. 
Philco, under an agreement of 
15 years’ standing, already has 
use of all RCA receiving-set pat- 
ents, including those covering tele- 
vision and facsimile developments. 


RCA paid Philco an un-| 


fe Publishers Representatives 
re SINCE 1928 


| SAN FRANCISCO 
"RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG, 


Simpson-REILLy, LTD. | 


Rochester Typographers 
Ask for Higher Wages 


Wages of $115 for night work 
and $100 weekly for day work are 
_asked of the Rochester Democrat 
| & Chronicle and Rochester Times- 
| Union by Typographical Union No. 
|15 for a new contract to take the 
| place of the one expiring Aug. 1. 
|Management of the two news- 
/papers offers $66 weekly for night 
/work and $61 weekly for day 
_work, This is an increase of 15% 
_ above the 1941 level. : 

The union also asks for a work 
week of 35, 324% and 30 hours 
\for various shifts, with three 
weeks’ vacation annually with 
pay. Management proposes to con- 
| tinue the present 3742 hour week 
on all shifts, as well as the pres- 
ent two weeks’ vacation with pay. 


Hurd Joins DC&S 


Claude Hurd, formerly with J. 
Walter Thompson Company, New 
| York, and previously with 
|Woman’s Home Companion and J. 
|M. Mathes, Inc., New York, has 
|joined Doherty, Clifford & Shen- 
| field, Inc., New York, as an art 
| director. 


Lennen & Mitchell 
Bares Its Breast 
in 46 Year Book 


New YorK—Lennen & Mitchell, | 
in a new 130-page “L & M Year-| 
book” for 1946, has all but pub- 
lished a psychoanalysis of itself. 
The unusual book should serve 
adequately as an annual report to 
the agency’s stockholders, as text- 
book and work manual for its em- 
ployes, and as a first-rate promo- 
tion piece for present and pros- 
pective clients. 

The yearbook opens with a 
foreword proclaiming that “peo- 
ple” are the merchandise an ad- 
vertising agency has for sale; that 
for 22 years L&M has sought for 
and taken on the “right man or 
the right woman” for each spe- 
cialized agency task, and that its 


employes are all specialists with 


an average of five years’ service 
with the organization. “We em- 
ploy no apprentices.” 

The book then asserts that, be- 
sides paying more than $1,000,000 
a year in salaries, L&M provides 
for a “share in the agency’s earn- 
ings by those who contribute im- 
portantly in the making of those 
earnings” and “an assurance of 
economic security in times of sick- 
ness, disability or permanent re- 
tirement to those who have faith- 
fully served the agency and its 
clients over a period of years.” 


Four Men Control Agency 


In addition, it has, since incor. 
porating in October, 1945, set up 
an “employe-partnership” struc- 
ture to permit younger men and 
women to step readily into posi- 
tions of top authority. Details are 
given about life, accident and sick- 
ness insurance maintained for em- 
ployes, about a retirement and 
pension trust and provisions for 
stock participation by key execu- 
tives. Voting control is shown to 
rest in the hands of Philip W. 


EANS STATES | 
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Lennen, Robert W. Orr, Ray Vir 
Den and Mann Holiner, although 
this control “is not a closed pool” 
and “younger men” may be added 
to the control group. 

A long section of the book con- 
cerns Lennen & Mitchell’s “Prin- 
ciples, Policies and Procedure,” 
and is designed to show “the ap- 
plication of methods” in 
handling new accounts “as suc- 
cessive groups converge upon the 
advertising problems.’ This part 
of the book analyzes the particular 
functions of the plans board, of 
the research, copy, art and pro- 
duction departments, and of the 
contact executive. 


Discusses Policies 


As part of this section, analysis 
is made of agency work in help- 
ing advertisers merchandise old 
products and decide on new prod- 
ucts, in designing packaging, in 
selecting media, in serving as pub- 
lic relations counsel and helping 
decide how much an ad budget 
should be. 

Points made in this section in- 
clude many frequently debated by 
advertising men. L&M goes on 
record as opposed to “slide rule 
operation” in selecting media by 
circulation: ‘‘Circulations must be 
discriminately appraised with 
selectivity in view, keeping in 
mind the reader interest and 
reader responsiveness of the pub- 
lication and the class of circula- 
tion desired.” As to budgets, it 
suggests that they may soundly 
be based on the percentage of 
present or anticipated dollar vol- 
ume of sales which the advertiser 
“can afford to spend for adver- 
tising without impairing a satis- 
factory net profit showing.” 


Part in Script Form 


A fascinating 23-page section on 
“Radio, Television and Commer- 
cial Movies,” in script form, pre- 
sents “Adman” and “Bizman” ar- 
guing the merits of video, com- 
mercial movies and various types 
of radio programs. Significant 
points made are that L&M believes 
“high rating” radio shows rarely 
can be bought at a benefit to the 
purchasing advertiser, and video 
programs are far too costly to 
sponsor at present, although the 
agency is “ready to go” in that 
field when costs drop. 

The remainder of the book lists 
L&M clients, showing which prod- 
ucts of each client have been in- 
troduced under the advertising di- 
rection of the agency, and a final, 
complete roster of the agency’s 
personnel. 


Art Directors Elect 


Kai Jorgensen, Hixson-O’Don- 
nell Advertising, has been elected 
president of the Los Angeles Art 
Directors Club. Other officers are 
Charles F. Porter, Foote, Cone & 
Belding, vice-president; Robert H. 
Clark, RKO Theaters, secretary; 
Roland L. Baum, United-Rexall 
Drug Company, treasurer, and 
Ray J. Tibbetts, Davis & Beaven, 
publicity director. 


Leaves Hearst Radio 


Leonard Kapner, general man- 
ager of Hearst Radio, Inc., New 
York, and president of Station 
WCAE, Pittsburgh, will confine 
his activities to acting as presi- 
dent and general manager of 
WCAE, because of his health. 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area. 
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“Redesigning a growing bank's 


quarters to accommodate several times 
as much business is especially difficult 
when no room for expansion is avail- ® ). | 
able. That is why we engaged the most 
Specialized talent available. You have 


OF amenica 


More than justified our confidence.” 


BANKERS TALK—Bank presidents pro- 

vide the testimonials in this campaign, 

addressed to banks. Scratchboard il- 

lustra..ons of satisfied customers, with 
a testimonial, dominate each ad. 


Bank Presidents 
Write Copy for 
Testimonial Ads 


St. Louis—The bank president 
himself pens the copy in a highly- 
successful series of testimonial ad- | 
vertisements run by the Bank | 
Building & Equipment Corporation | 
of America, bank designer and | 
builder. | 

Bank presidents throughout the | 
country were asked for comments | 
on complete remodeling jobs and 
each one was told by Krupnick & | 
Associates, St. Louis agency in| 
charge, that he personally was| 
“writing advertising copy for us.” 
Resulting copy was not changed 
in any way, according to Ray 
Armbruster, “remaining as a 
straightforward opinion of a lead- | 
ing banker which carries far more | 
punch than anything else we've. 
hit upon.” 

The series, running in American 
Banker, Banking, Burroughs 
Clearing House, Chicago Journal | 
of Commerce and Mid-Continent | 
Banker, includes scratchboard por- | 
traits of ‘the bank presidents by | 
Sanford Rubin, Chicago artist. The | 
signed originals go to the cooper-_ 
ating bankers with the compli-| 
ments of J. B. Gander, Bank) 
Building president. | 

The company’s advertising, 
launched seven years ago and| 
stepped up annually even through | 
the war years, is due to be ex-! 
panded considerably during the) 
remainder of 1946. As evidence 
of its success, Bank Building cites 
surveys which indicate that it is 
handling 50% of all bank con-, 
struction work. 


Launches Trim Campaign 


Canine Food & Products Com- 
pany, Philadelphia processor of 
Trim, a new all-meat frozen dog 
food, has launched a promotional 
campaign in newspapers, car cards 
and outdoor posters. Abner J. 
Gelula & Associates, Philadelphia, 
has been appointed to handle its 
advertising and public relations 
programs, and to assist in sales 
promotion with its franchise 
dealers. 


LOOK IT UP in | 


INDUSTRIAL | 
MARKETING | 


CONSUMER MARKETS EDITION 


] 
BUSINESS PUBLICATIONS EDITION 


Appoints Buckley Agency 

The Business Men’s Association 
of Germantown has appointed 
Earle A. Buckley Organization, 
Philadelphia, to handle its adver- 
tising. Newspapers, car cards, out- 
door posters and radio will be 
used. 


‘Time’ Boosts Price 

Effective with the July 15 issue, 
Time, New York, will cost 20 cents 
on the newsstands and $6.50 a 
year by subscription. 


Verbest Heads Blatz 


Frank M. Gabel has resigned 
as president of Blatz Brewing 
Company, Milwaukee, Schenley 
subsidiary. He is succeeded by 
Frank C. Verbest, who was ex- 
ecutive vice-president. 


Macfadden Unit Changes 


The Macfadden Foreign Sales 
Corporation, New York, has 
changed its name to Macfadden 
Publications International Corpo- 
ration. 


Harris Names Lucey 


Dorothy Lucey, formerly with 
Kenyon & Eckhardt, has been 
named assistant account executive 
. _ Harris Advertising, New 

ork. 


‘Sweet Sixteen’ Is Out 


Sweet Sixteen, a bi-monthly, 
newest of Parents’ Institute’s 
Junior Quality Group, hit the 
newsstands July 5. It offers teen 
age girls a mixed fare of mystery 
thrillers and cartoon-format de- 
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pictions of the careers of success- 
ful young women. The first issue 
carries a circulation guarantee of 
250,000. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks Reg U.S. Par OF 


eat "BI 


ONE OF AMERICA’S 


BEST FARM CUSTOMERS 


BIDDY" 


Her “spending income” averages 


better than seven million dollars 


a day. Every day is pay day for 


her . . . Better get into Poultry 


Tribune and see for yourself how 
freely this “gal” will spend her 
money for what you have to sell 


to farm homes. 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 


Poultry and Eggs was $2,577,000,000. 


(Source U.S.D.A.) 


"Your FARM Magazine List Is Not Complete Without Poccléry TRIBUNE 


America 


LLIONAIRE 


TRIBUNE 


Leading Specialized FARM MAGAZIN 


be 
- 
” 


Member: 
AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Illinois 
Representatives — New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea. 
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INDUSTRY VASTLY EXPANDED... 


Typical of the many letters of endorsement are these quotations: 


“Despite temporary delays, we seem to be headed into 
a period of great industrial activity and prosperity. It 
is good to see an outstanding publication like FACTORY 
courageously expanding to keep pace with our growing na- 
tional economy.” 
C. W. Ruth, Director of Adv 
Republic Steel Corporation 


“T am impressed with the plans that your organization 
is making to extend FACTORY’s excellent sales medium 
to the expanded economic horizon. My personal opinion, sup- 
plemented by those expressed by others, is that the facts your 
research has developed as to the greater number of ‘large’ 
plants are correct.” 
Anthony Neher, Sales Promotion Manager 
Century Electric Company 


FACTORY’S INCREASED SERVICE ENDORSED... 


by many letters such as these: 


“The increased circulation of your magazine, of course, 

is one desirable factor in getting our message to as 
many people as possible. Secondly, the theme of your edi- 
torial pages in which you impress operating men with the 
importance of modernizing to cut production costs is one 
of the most important considerations in our selecting 
FACTORY. The increased circulation which you are giving 
us will make FACTORY even more important.” 


Charles A. Petrie, Adv. Manager 
The Falk Corporation 


“Your circulation growth to around 50,000 paid is 
certainly justified by the expansion of industry and 
our national economy which took place during World War 
II. This move cinches your claim of ‘most widely-read in- 
dustrial magazine among plant operating officials’ and makes 
FACTORY even easier to recommend from now on.” 
William J. Staab, Manager 


Media Department 
Fuller & Smith & Ross, Inc. 


) “In view of today’s greatly expanded industry, as com- 
pared with 1939, I am certainly of the opinion that your 
own program of expansion is sound. What you are doing, as I 
see it, is expanding FACTORY to enable advertisers to take 
full advantage of expanded sales opportunities in industry. 
Incidentally, I have been especially impressed by the fact that 
you have doubled your editorial staff—editorial expansion cer- 
tainly in keeping with your circulation expansion program.” 


H. L. Fisher, President 
Rickard and Company, Inc. 


-) “It is gratifying to know that ‘FACTORY ’s’ circulation 

has expanded and we are confident that ‘FACTORY’ 
will continue to do its usual good job for us in reaching 
and impressing our expanded market.” 


P. K. McCullough 
The Mercury Manufacturing Co. 


B “FACTORY’s record of performance for Lamson and 
Sessions Company has been exceptionally fine. In our 
advertising program, FACTORY has been .a basic pub- 
lication. 
We like to carry advertising in papers which deliver con- 
centrated dominating readership in a. specific market or 
among a definite segment of buying influences. Your ex- 
panded paid circulation concentrating among the plant 
operating group in the manufacturing industries will make 
FACTORY more valuable than ever.” 


A. E. R. Peterka, Director of Advertising 
The Lamson & Sessions Company 


E) “I have always been of the opinion that a top pro- 

duction paper such as FACTORY should have a 
circulation which gives adequate coverage of the important 
production buyers-in industry, and FACTORY, increasing 
its circulation to 50,000 indicates that it recognizes this need.” 


Paul M. Abbott 
Sutherland-Abbott 
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Ask to see FACTORY’s 
INTERIM CIRCULATION AUDIT 


FACTORY wants you to know just who its new 
readers are, as they are being added! The Interim 
Circulation Audit, issued periodically, gives com- 
plete details on new subscribers— proof of circula- 
tion quantity and quality. Ask your FACTORY 
representative to show it to you. 


HOW FACTORY’s CIRCULATION IS GROWING 
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America’s manufacturing industries have expanded mightily 
over prewar levels. Here are a few facts: 


@ Indisputable Statistics PROVE It 
DURABLE GOODS INDEX—almost double 1939. 


INDEX OF INDUSTRIAL PRODUCTION — almost 50% higher. 
VALUE ADDED BY MANUFACTURE — 250% higher than 1939! 
GROSS NATIONAL PRODUCT — over twice 1939 levels! 


@ The McGraw-Hill Census of Manufacturers 
Shows That 


There are now thousands more plants with 100 or more em- 


ployees in the United States, than there were in 1939. 


@ Sales Executives Say Their Own Experience 
PROVES It 


“Our potential postwar market has considerably broadened as 
evidenced by the predominance of new names and industries 


in our backlog.” 


With the manufacturing industries enormously expanded over 
prewar levels, FACTORY will deliver all-time high standards 
of help for the complex problems of plant operating men, and 
unequalled advertising values for manufacturers who sell to in- 
dustry. In 1947, FACTORY will deliver 


50% MORE BIG PLANTS (over 100 employees) 
and DOUBLE THE NUMBER OF PLANT OPERAT- 
ING MEN than prewar... At a lower rate per 
thousand than the five-year prewar average. 


MANAGEMENT AND MAINTENANCE 


ABC * ABP 


A McGraw-Hill Publication « 330 West 42nd Street, New York 18, N.Y. 
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; and merchandising capacity, has 
Three Appoint Close | joined Snow Crop Marketers, Inc., 


George D. Close, San Francisco, New York, as assistant to the 
has been appointed Pacific Coast) president. He will be responsible 
representative of the Minneapolis \for the coordination of production 
Star-Journal and Tribune, Minne-| and sales of Snow Crop products. 
apolis Times and Des Moines Reg- 
ister and Tribune. 

; —_—_—— Latrobe Boosts Workman 
Livermore to Snow Crop | Joseph E. Workman, Chicago 

Frank L. Livermore, for four | district manager of Latrobe Elec- 
years a public relations executive | tric Steel Company, Latrobe, Pa., 
with WPB and formerly with|has been named assistant sales 
Birds Eye-Snider, Inc., in a sales | manager, effective Aug. 1. 
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We grew, GREW and GREW in one venn: 


A short time ago we told you the effective buy- 
ing income of the Lawrence market was $89,- 
734,000. Today that figure is WRONG. The 
latest Sales Management Survey informs us that 
the purchasing power of Lawrence approximates 
$90,480,000. Steady, high wages stemming from 
America's leading woolen and worsted textile 
mills are reason enough for the well lined purses. 


Only the Eagle-Tribune can give you the cov- 
erage you need to reach this vital market. 


Reach the people who are better able to buy 
your product. Reach them thru their daily 
newspaper—the Eagle-Tribune. Read in 95 out 
of every 100 homes. ABC Circulation over 
35,000. 


k EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


_is published in color, 


«* 


Ly GENERAL MANAGER 


a OKLAWHOMA 


Natifonal 


5000 WATTS TULSA; 


FREE AND PETERS, Representatives 


A&P Starts Candy 
and Bakery Units 
in Some Stores 


NEw YorK—The Great Atlantic 
& Pacific Tea Company has ex- 
panded its candy departments to 
20 of its 6,000 stores, and is be- 
lieved to have standardized their 
layout to agree with the last store 


installed in Pontiac, Mich. Fur- 
ther expansion is dependent on | 
building materials and availabil- | 
ity of sugar. | 
The 20 stores are principally 
located in the New York-New 
Jersey area, New England, and a 
couple in the Midwest. Initial de- 
velopment started nearly eight 
months ago, and the company ex- 
perimented with various store lay- 
outs, so that each of the 20 was 
different. Until building mate- 
rials and sugar ease, however, 
little candy expansion is likely. 
A&P has also been active in 
setting up separate baking depart- 
ments, called Jane Parker shops 
after the A&P brand bakery prod- 
ucts sold. The chain is currently 
operating 120 bakeries in_ its 
stores, and expects that within the 
next year, facilities permitting, it 
will have 1,000 specialized bakery 
departments in operation. 


Order Through Catalog 
| 
The chain has 37 bakeries, 35 | 


|in the United States and two in| 


Canada. It expects to produce) 
about 400 bakery items, 125 of) 
which will move through the 
stores’ bakery departments each) 
week. 

A&P took considerable trouble 
to set up its bakery departments, 
with the objective of being able 
to sell ‘‘custom-made”’ pastry. This 
it accomplished by publishing a) 
catalog, from which purchasers 
may order a cake by number and 
get overnight service. The catalog 
and cake 
buyers may pick out type, style 
and icing, and expect to get what 
they ordered—provided the ma- 
terials are available. The chain 
insures this by using a standard- 
ized set of cake molds, along with 
sample “plastic’’ swatches which 
show how the icing ought to look. 

The bakery departments were 
set up after original research by 
Ruth G. Vogel, merchandising 
manager of A&P’s bakery divi- 
sion, organizer of groups of women 
researchers who patrolled super- 
markets, finding where shoppers 
bought bakery goods, and what 
they would buy at A&P if bakery 
facilities were available, and what 
tastes were peculiar to the locality. 

Then began a program of train- 
ing personnel for the bakery de- 
partments, just as A&P had trained 
people when it first introduced 
meat and produce departments 
into its stores. With slide films 
and illustrated lectures, the chain 
trained the personnel in the ar- 
rangement of equipment and sales 
technique. 


Murine to Use Radio 


Murine Company, Chicago, start- 
ed sponsorship of “Cecil Brown 
and the News” July 14 in a weekly 
five-minute series, Sundays, 8:25- 
8:30 p.m., over the full network 
of the Mutual Broadcasting Sys- 
tem. The contract, placed through 
Batten, Barton, Durstine & Os- 
| born, Chicago, is for 52 weeks. 
| This is the company’s first venture 
into network radio advertising. 


Increases Radio Time 
Eastern Air Lines, New York, 


Oxford Radio to Signet 


Signet Corporation, Chicago, 
has been appointed to handle the 
advertising of Oxford Radio Cor- 
poration, Chicago. Radio trade 
publications and consumer maga- 
zines will be used. 


Plans Sportswear Drive 
Boreva Sportswear Company, 

Chicago, is planning a campaign 

starting with the September is- 
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sues of Charm, Modern Screen, 
and Seventeen. Fashion trade pub- 
lications will also be used. Kutt- 
ner & Kuttner, Chicago, handles 
the account. 


G-E X-Ray to Applegate 

Applegate Advertising Agency, 
Muncie, Ind., has been appointed 
to handle the advertising of Gen- 
eral Electric X-Ray Corporation, 
Chicago, subsidiary of General 
Electric Company. 


ae 


<The city wi 
--- protecte 
U.S. NAVY San Diego is 


~ 


th a future 


d 4 ways 


noted for its Naval 


and Naval Air installations, with a postwar 

estimated payroll of $90,000,000. 
AGRICULTURE This is the 23rd richest agricul- 

tural County in the Nation with crop values 


to ping $50,000,000. 


(This is also the world’s greatest tuna packing 


center.) 


TOURIST TRADE Prior to the war “tourists” 
were San Diego’s second largest source of 
business. Tourists mean new money and 


healthy population growth. 


INDUSTRY Four major payrolls are about 
evenly divided. Wholesale and Retail Trade, 
Government, Manufacturing and Service in- 
dustries. That’s diversification! 


Reach this busy, growing city best in the... 


SAN DIEGO UNION: 
and TRIBUNE - SUN. 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York © Chicago « Denver « Seattle * Portland » San Francisco Los Angeles 
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the “Arthur Godfrey” 
over Station WABC, New York, 
6-7:45 a.m., from Tuesdays, Thurs- 


has expanded its participation in| 
program | 


~~ i 


PHOTO-ENG 


- 


days and Saturdays, to a six-a- 


week schedule, Mondays through 
| Saturdays. Campbell-Ewald Com- 
pany, New York, is the agency. 
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Columbia U. Book 
Finds Advertising 
Aids ‘Monopoly’ 


NEw YorK—“Advertisimg con- | 


stitutes a barrier to free entry 
into the market and thereby lays 
the basis for monopoly,” David 
Lynch claims in “The Concentra- 
tion of Economic Power,” a 424- 
page study analyzing testimony 
before the Temporary National 
Economic Committee, just pub- 
lished by Columbia University 
Press. Until recently, Mr. Lynch 
was on the faculty of Commerce 
College, University of Iowa. 

“The very purpose of adver- 
tising,” he says, “is either to carve 
out a monopolistic position for the 
product or to perpetuate or 
strengthen the position already 
attained. 

‘‘Before the epoch of modern ad- 
vertising, products could be estab- 
lished in the market by virtue of 
their reputation of quality and 
cost. Commodities formerly less 
complex and less a product of 
technology and chemistry could 
be analyzed more readily by the 
buyer. Consumers’ goods and pro- 
ducers’ goods, having become 
more complex, are sold less on 
the basis of tests which the con- 
sumer himself can apply and more 
and more in response to psy- 
chological appeal, ingenious pres- 
entation, colorful pretensions, and 
reputation built upon repetition. 


“But with the new pattern of | 


technology, the new types of mer- | 
chandising, the increased com- | 
plexity of products, and the highly 
institutionalized and 
organized advertising industry, 
the producer of a new product 
must run an expensive gauntlet 
before he can penetrate the mar- 
ket and reach the consumer. Oft- 
times more important than the 
merits of his product and more 


thoroughly | 


| Opens Hartford Agency 
Penny Rader Advertising| 
Main St., Hartford, with Samuel | 
Rader, formerly with Reiss Bros. 
and Warner Bros., 


oy has opened offices at 647 | 


New York, as | 
art director, and Leon A. Cooper-_ 


| man, recently released from the’ 


rector. 


Keynote Records to Get 
Heavy ‘47 Promotion 


An extensive national advertis- 
ing campaign will be mapped for 
Keynote Recording Company, New 
York, by Lester Harrison, Inc., the 
agency, which has just received 
the account. Magazines, princi- 
pally will be used. 

Keynote, which has been pro- 


Army, as production and sales di- | 


| ducing albums of specialized types 


of music such as sambas, is re- 
ported shooting for a total pro- 
duction of 10 million platters in 
1947. Nationwide distribution al- 
| ready is under way. 


Hartford Admen Elect 


James F. Smith, advertising di- 


|rector of Brown Thomson, Inc., 


| 


has been elected president of the 
Advertising Club of Hartford. 
Other officers include John R. 
Callahan, assistant local adver- 
tising manager of Hartford Times, 
lst vice-president; Harvey H. 
Olson, program manager of Sta- 
tion WDRC, 2nd vice-president; 
Katherine A. MacDonald, Randall 
& Co., treasurer, and Florence G. 
Farrell, Hartford Chamber of 
Commerce, secretary. 


HOOP 


COLUMBUS, OHIO 
Fall-Winter '45-'46 


DR. CHRISTIAN 


expensive than his plant and 


equipment is the program of ad-| 


vertising which the producer must | 
undertake to gain entry into the 
market. This barrier, though not 
insurmountable, is very substan- 
tial and frequently limits the field | 
to the few who are able to finance | 
such a program.” 

As an example, Mr. Lynch cites 


the introductory campaign by 
Lever Brothers Company for 
Swan soap, through Young & 


Rubicam, in 1941 and 1942. “This 
firm,” he says, “is reputed to have 
launched an advertising program 
costing more than $1,000,000 to 


secure entry into the market for 
its product.” 


Institute Breaks New 
Service Insurance Ad 


The Institute of Life Insurance, 
New York, has released 1,000-line 
advertisements to 300 newspapers | 
across the country, advising vet- | 
erans to retain their service life. 
insurance. Copy is signed “Life | 
Insurance Companies in America | 
and Their Agents’; will contain | 
10 of the most common questions | 
about service insurance, and will | 
urge veterans to bring their serv-| 
ice insurance problems to agents | 
for help. 

This is the second advertisement | 
of the association to deal with | 
service insurance, the first ap-| 
pearing in April, 1945. J. Walter | 
Thompson is the agency. 


HOOVER? 
ELECTROLUX? 


EUREKA? 


PREMIER? 
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*GOOD—will last a long time. 


FAIR—will probably last until after the war. 


POOR—need a new one as soon as possible. 


GENERAL ELECTRIC 


HAMILTON pa 
WESTINGHOUSE? 


ae 


Every modern housewife WANTS a vacuum cleaner. But wants 
alone don't indicate market potential. Accurate income and 
outgo data, going back over years, must be added. That is 
precisely what the New York Herald Tribune Continuing Home 
Study does. 


In the fourth edition one-third of our apartment-tenant readers 
said they'd buy a vacuum cleaner the first year of normal pro- 
duction. More than 24% of our private home and 2-family house 
dwellers indicated the same. There is much more than wishing to 
back them up as you go through the Home Study’s facts on their 
earning, spending, living and buying habits, possessions and 
plans. That's why we can say we KNOW Herald Tribune readers 
mean business. 


Study the Home Study. You'll find our readers’ vacuum cleaner 
ownership detailed by make AND operating condition — good, 
fair or poor — with 35% NOT in good condition and crying for 
replacement. Point is: there is no question whether Herald Tribune 
readers will buy vacuum cleaners in quantity. But if you're weigh- 
ing a campaign to infilvence their preferences, you ought to 
send for the 


«Tribune — 
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Sporting Goods 
fo Reach Peak 


in Postwar Boom 


$3 Billion Volume 
Expected; Greater 


Quality, Variety 


Cuicaco—Atomic bombs, inter- 
national squabbles, strikes and 


shortages notwithstanding, Ameri-| 


cans have decided that it’s time 
to play. And theyre going about 
it with such whooped-up fervor 
that the sporting goods industry 
is getting its heels trampled try- 
ing to stay one jump ahead of 
the rush, 

For the sheer delight in getting 
the best quality and widest vari- 
ety of sporting goods that they’ve 
ever enjoyed, Americans in the 
next 12 months will cheerfully 


fork over about $3,000,000,000. It): 


would probably be even more ex- 
cept for the fact that there will 
be some unhappy souls who won’t 
find nearly as much equipment as 
they’d like to buy. 

Some of the water lovers want- 
ing rowboats, small motor boats 
and canoes will discover that 
about the only way they can get 
into the water is to go wading. 
Production, suffering severe hang- 
overs from labor strife and mate- 
rial shortage, is well below the 
demand spurred by increased 
numbers of recreation seekers 
compared with prewar years. 


Newcomers Help Out 


Most prewar boat and motor 
makers are doing their best to 
keep business going at the same 
old stand, while new entries in 
the field are also helping close the 
gap between demand and supply. 
Rubber boats, offered by Air 
Cruisers, Inc., Clifton, N. J., rep- 
resent a postwar product but 
others left over from war sup- 
plies such as those offered by 
E. K. Cargill Company, Macon, 
Ga., are currently popular. 

Plastic and metal small craft 
are gaining in popularity. New 
makers include Hughes Aircraft 
Company, Culver City, Cal., maker 
of Sportster plastic boats; Link 
Aviation Devices, Inc., Bingham- 
ton, N. Y., maker of the famous 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 
; Barclay 7-$371 


|Link Trainer and a streamlined | Bethpage, L. I., N. Y. 
| plastic sectional canoe. Plasti- Makers of outboard motors are 
'Craft one-piece boats for oars or | wearily trying to meet current de- 
/outboard motors are being made| mands, although getting enough 
| by Winner Mfg. Company, West) materials seems an almost impos- 
| Trenton, N. J. ‘sible goal. New makers in the 
While experienced boaters are field include Martin Motors, Eau 
|divided on the quality of metal) Claire, Wis., Metal Products Com- 
'small craft compared with the)! pany, Milwaukee, maker of screw 
|older type of wood and canvas, machine products and now pro- 
'metal canoe and small boat de- ducing the Flambeau motor. 
/'mands have been steadily increas- | 
|ing. While the dispute still rages | Varied Distribution 
as to whether or not hides will be Lighter and more streamlined 
scorched on metal in the sun, motors will cause less puffing and 
Earl L. DuMonte, president of) panting by users, while those who 
_Aluma Craft Company, Minneapo-!| want silence can get it by using 
jlis, has reported $2,000,000 in| electric outboard motors. 
orders for metal craft. Other metal Distribution of outboard motors 
boat makers include Sanmar will be spread through numerous 
Sports, Inc., New York, maker of|types of stores. Gale Products, 
Durolium canoes, and Grumann/)} Galesburg, Ill., is making motors 
Aircraft Engineering Corporation, | for Montgomery Ward and Good- 


|rich Tire & Rubber Company out- 
lets. Neptune motors, made by 
Muncie Gear Works, Muncie, Ind., 
will go to distributors for sales to 
independent retailers. Scott - At- 
water Mfg. Company, Minneapolis, 
will furnish motors to Firestone 
retail stores. 

Current indications are _ that 
fishermen who, during the war, 
became virtual string hoarders, 
will have enough line to hang 
themselves, although rods and 
reels will not be so abundant. 
Nylon fishing line is highly popu- 
lar as well as the scarce gut. 
Despite such new entrants into the 
rod and reel market as the sport- 
ing goods division of Hurd Lock & 
Mfg. Company, Detroit, with the 
new Hurd Supercaster; and Sneed 
Mfg. Company’s (Detroit) newly 
designed reels, there are still not 
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enough reels to go round. 

Sneed is planning to spend 
about $50,000 to promote its man- 
ual, and combined manual and 
automatic reels, while Hurd will 
spend about $75,000 through Mac- 
Manus, John & Adams, Detroit 
agency. 


Hunters Are Hampered 


Among the hunters holding some 
of the 26,000,000 hunting and fish- 
ing licenses estimated for 1946, 
there may be considerable “dry 
firing’? with ammunition scarcities 
showing little improvement. Fire- 
arms are, of course, scarce, and at 
least one maker, Smith & Wesson, 
Springfield, Mass., sadly ad- 
mitted in the May issue of The 
Sporting Goods Dealer that it 
won’t be until next fall when any- 
thing for the sportsman can be 


During 1945... 


During April, 1946... 
PROVE THE CONTRARY! 


and commerce. 


vital business news. 


The Wall Street Journal is the “inside track” to deci- 
sion making executives throughout industry, business 


It is the only publication that meets their need for 
complete daily reporting and interprétation of all 


® 76,826 Subscribers and Additional Iden- 
tified Readers in Business and Industry... 


@ 505 Business and Industrial Advertisers 


@ 204 Business and Industrial Advertisers 


STANTLY INCREASING NUMBERS. 


EXECUTIVES—POLICY MAKING, OPERATING AND DEPARTMENTAL 
—ARE SUBSCRIBING TO THE WALL STREET JOURNAL IN CON- 


more than one to six. 


business and industrial advertising. 


business publication. 


aimed at decision-makers. 


1940 | 1941 | 1942 |1943 | 1944/1945 |1946 
70000 y7 
60000 
50000 
40000 
30000 | 


The Wall Street Journal has recently determined the 
business, position and function of its subscribers.and 
additional identified readers based on a projection of 


This analysis established that of The Wall Street 
Journal’s 76,392 subscribers and 64,154 additional 


identified readers— 
76,826 are in Industry and Commerce 
40,347 are in Finance (all fields) 
23,373 are in Professions, Government 
Education, etc. 
140,546 Total Proved Readership 


Of this total, 66,468 are Presidents, Owners, Partners, 
Vice Presidents, General Managersand Department Heads 
—an amazing concentration of executive authority in 
the positions that are the most frequent targets for 


Decision-making executives in every kind of activity 
have made The Wall Street Journal their first choice 


It is equally the first choice medium for advertising 


MANUFACTURING 


0 SAID THE WALL STREET JOURNAL 


_ 37,218 


R. A. BOYCE 
General Purchasing Agent 
Philco Corporation 


“. .. interprets current 
developments in a way 
that is of greatest value 
to the purchasing 
agent.” 


P. L. SAMPLE. 


Executive Vice President 
G. C. Murphy Company 


“. .. The composite business picture presented in 


The Wall Street Journal is invaluable as a background 
in estimating future possibilities in retail distribution.” 
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— 
expected. 

Tennis comes as close as any 
to being a completely equipped 
sport. Baseball is getting along 
fairly nicely, thank you, except 
for the fact that good bats are 
scarce. There are enough gloves 
to go ’round but few extras due 
to the leather shortage. Football 
equipment makers face the same 
problem but increased slaughter- 
ing may make the leather picture 
rosier in time for the fall season. 


Golf Scarcities 


Golfers can still plan to chase 
carefully after each ball struck 
with only about one-third of the 
normal number of crude rubber 
golf balls in prospect. The same 
old shortage story holds true for 
clubs, although such makers as 
J. A. Dubow Mfg. Company, Chi- 


cago, is currently assuring golfers 
that it’s back in the golfing supply 
business. 

The embryo sporting goods 
dealer today faces more pitfalls 
than Dick Tracy. An unknown 
but unquestionably large percent- 
age of customers for the postwar 
sporting goods retailer frankly 
have no idea what they ought to 
buy. As a result they are becom- 
ing great believers in advertised 
brands and greatly dependent on 
dealers’ knowledge. Moreover, 
thoughtful retailers are address- 
ing a large part of their sales ap- 
peals to women who, it seems, are 
following their husbands’ foot- 
steps in sporting activities. 

Where once it was the custom 
to let the buyer prowl about the 
store on his own, to hunt for the 
litems he wanted, strong competi- 


tion from hardware stores, de- 
partment stores, auto supply stores 
and others has made it impera- 
tive for the sporting goods dealer 
to boost his own merchandise 
through improved displays, better 
lighting and attentive service. 


Added to that, the sporting 
goods dealer today is impressed | 
more than ever with the fact that | 
he must carry an inventory that, 
almost baffles description. In addi- | 
tion to more or less standard items, | 
he can figure on such items as) 
bowling balls, shoes, insect re-| 
pellents, duck decoy frames, out-_ 
door clothing, stoves, ice skates, 
roller skates, colored glasses (some 
of which could well be rose- 
colored), raincoats, flashlights, 
waterproof matchboxes, suitcases, 
all of which may give a rough 
idea of the comprehensive stock 


his customer will probably look 
for. 

To merchandise this heteroge- 
neous collection he will probably 
use newspaper space for the 
most part, although some dealers 
have reported successful results 
from outdoor advertising. 


Fatalities Inevitable 


For newcomers to the sports re- 
tailing field, $10,000 has been 
named as the minimum amount 
of capital necessary. Other esti- 
mates range as high as $15,000. 
Ex-servicemen entering the field 
will constitute the major portion 
of the business fatalities in the 
industry, according to manufac- 
turers. Chief weakness anticipated 
is lack of capital and experience. 
One estimate places ex-G.I. fail- 
ures as high as 60% in the next 
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Breakdown of subscribers and additional 
identified readers in industry and commerce. 


Manufacturing Perr e ee ee eo 19,281 


as defined by The Divi- 
sion of Statistical Stand- 
ards, U. S. Govt. 


Mining—Raw Materials... . 
Oil Production and Refining. 


Construction 


Public Utilities. eoeeeeeeeee 
Transportation 


Farming, Ranching, Nurseries, 


eS ee ee ae a ee 


Wholesalers 


Retailers 


icennisheneseenstmentantl 
Service Industries 


SEED s « cc cccccccecos 


1S ONLY A FINANCIAL PUBLICATION ? 


Additional =Total 0 N 
ntified Proved 
—— ys Readers : TRANSPORTAT! 
17,937 37,218 
fF. H. BAIRD 
1,207 General Passenger Traffic Mgr. 
1 po a 1.963 New York Central Railroad 
1.291 924 2,215 **.,. The financial news 
2.326 it publishes means less 
~~ a * to me than the accuracy 
1,474 1,373 2,847 of its business news.” 
1,092 302 1,394 
4,469 3,650 8,119 
4,370 2,669 7,039 
3,682 3,079 6,761 
1,895 1,347 3,242 
1,597 898 2,495 
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INDUSTRY & COMMERCE 41,786 


SERVICE INDUSTR 


American Hotel Association 


35,040 76,826 


1es — 6,761 


J. E. FRAWLEY 
President 


“, .. keeps us daily 
informed of the ever- 
shifting business and 
industrial scene.” 
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formed daily 


1. J. HARVEY, Jr. 
President 
The Flintkote Company 


“...The Wall Street 
Journal has kept me in- 


of impor- 


tant trends in the build- 
ing industries.” 


41 


three years. 

But whatever headaches may 
be in the industry, it’s obvious 
that sporting goods advertisers are 
out to make hay. 

Advertising linage for the first 
half of 1946 showed tremendous 
gains over the same period last 
year. Field & Stream showed a 
gain of 25% with 209,255 lines, 
compared with 164,700 for the 
first six months of 1945. Hunting 
& Fishing jumped _ semi-annual 
linage from 51,670 for last year’s 
first half to 72,264 in 1946. Out- 
door Life carried 184,407, com- 
pared with 149,149, while Sports 
Afield went from 126,717 to 162,- 
998 in linage. 

There is little doubt that Amer- 
ica will pay to play. 


Part Heads Station CHUM 


John H. Part, formerly with 
Mason’s United Advertisers 
Agency, Toronto, has been elected 
president of Station CHUM, To- 
ronto, operated by York Broad- 
casters Ltd. He succeeds R. T. 
Fulford, who has resigned but 
continues as a board member. 
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Tobacco’s one crop that pays off in 
cash! Down here in the “Golden 
Belt of the South”—which is TO- 
BACCOLAND, U.S.A.— farmers 
received nearly $242 Million CASH 
DOLLARS in 1945... approximately 
70% of ALL tobacco receipts of 
ALL farmers in ALL of North Caro- 
lina. Soon they'll be selling their 
bumper 1946 cash-on-the-barrel- 
head crop...will be cash customers 
for needed postwar products. 


Get your fall space reservations in 
now to the Raleigh News and Ob- 
server—the ONLY Morning and 
Sunday Daily published in the 33 
county Golden Belt of the South. 
All-time high ABC Circulation now 
over 90,000, 


Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 
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Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 


EXTENSION LEADERS 


Use 
Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 


14,000 CCA Circulation 


William A. Hart, advertising 
manager of E. I. du Pont de 
Nemours & Co., Wilmington, con- 
fesses to being “baffled” at a re- 
cent report in a New York news- 
paper, that “du Pont has put all 
product advertising in camphor 
until the fall, when it will begin 
drumming its antifreeze.” 

“There have been no major 
changes” in any of du Pont’s 30 
product advertising divisions, he 


says, “nor are any contemplated.| Great?” .. . 


. . . Because of unforeseen short- 
ages due to raw materials, rail 


ito stimulate additional 
| which we were unable to sat- 


interest 


isfy.”” Batten, Barton, Durstine & 
Osborn, New York, is du Pont’s 
agency. 
* * ok 

At the time of the recent coal 
strike, Crowell- Collier Publish- 
ing Company was practically set 
for an_ institutional campaign, 
through St. Georges & Keyes, New 
York, on “What Makes America 
when a member of 
the C-C board of directors asked 
whether that was the right time 


and other strikes, we have post-|to start boasting of the nation’s 


poned certain efforts in order not | greatness. 


The campaign was 


join to serve Boston with daily newscasts and special events 
over WCOP’s powerful new 5000-watt transmitter 


With ten times more power, WCOP now brings ABC 


network and Boston’s favorite local programs into every 
corner of the Greater Boston area—the third richest 
market in America. 


Put this new power to work for you. WCOP backs 
your advertising with Boston’s liveliest merchandising service 
—and you'll benefit from the publicity which is daily calling 
Boston’s attention to WCOP’s new power. 


Rates and availabi 


lities from any Katz office. 


A Cowles Station 
Exclusive American Broadcasting Company Outlet in Boston 
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dropped. 
Crowell-Collier’s Woman’s Home 
Companion recently started a 


newspaper campaign, through 
McCann-Erickson, on its “per- 
sonal service, home service, public 
service.” 

* * % 

Amid the general hubbub about 
misleading labeling and advertis- 
ing of liquors in these days of 
shortages and emergency brands 
(AA, June 17), no one apparently 
has pointed out the fact that Gen. 
Frank R. Schwengel, president of 
Seagram - Distillers Corporation, 
can afford to be critical since Sea- 
gram claims to be the only major 
distiller now using only grain neu- 
tral spirits. Most other distillers 
are using some cane spirits and 
potato spirits in making blends. 

In this connection, watch for 
some brand name and_ labeling 
changes among producers of 
blends. The reason is that stocks 
available for blends are mostly 
either more than seven years old 
or less than two years old because 
of the wartime lapse of production. 
Thus some blends, priced and 
labeled as containing whiskies 
“more than five years old” actu- 
ally contain seven and eight-year- 
old whisky. Since there is a 25% 
annual loss through evaporation, 
distillers making blends in this 
class may change the brand and 
label and sell the product at a 
higher price. 

* * * 


Wrigley, Beech-Nut and any 
other gum makers excited about 
the possibilities of vitamin K gum 
may find it extremely difficult— 
if not impossible—to introduce the 
product as a preventive of tooth 
decay. 

Wrigley and Beech-Nut jointly 
sponsored the Northwestern Uni- 
versity study which disclosed that 
cavities might be reduced from 60 
to 90% by regular use of chewing 
gum fortified with vitamin K (AA, 
Feb. 25). The Food and Drug Ad- 
ministration, however, has cast a 
wary eye on the product. Though 
no specific proposals have been 
made for marketing a vitamin K 
gum, FDA officials say that it 
doesn’t appear to be a practical 
solution to the problem of tooth 
decay and that it might endanger 
public health because the dosage 
couldn’t be controlled. Any manu- 
facturer would have to prove 
otherwise to win approval of a 
“new drug” application. 


* bo * 


RCI and RCA soon may com- 
pete in phonograph records and 
other consumer products—and 
Reichhold Chemicals, Inc., De- 
troit, world’s largest maker of 
synthetic resin products, is ex- 
pected to go to court to prove 
against Radio Corporation of 
America its prior use of the simi- 
lar initials. 

Henry Reichhold is expanding 
his musical interests, which in- 
clude, among other things, control 
of the Musical Digest, Detroit 
Symphony and the Detroit Music 
Hall. He plans a 50,000-watt sta- 
tion in that city. His company has 
acquired Cosmo records and will 
market them under the RCI label. 

A widespread consumer adver- 
tising campaign will be launched 
by Reichhold this fall to em- 
phasize the RCI brand. 


PHOTOS 5: 


Unsurpassed in Rabe 
Quality at any Price “eRe 


E 6V2« EA. in 100 Lots 
Sie EA. in 1000 Lots ’ 
P «POST CARDS or 4°x5°s | 30°x40° 53.85 EA. 
$22.00 per 1000 Lots | 20°x30° $2.50 EA. | 
24 HOUR SERVICE ON REQUEST 
“THE PHOTOGRAPHER'S PHOTOGRAPHER” 
WC opyffer Wsswersens 
‘ EST 467m St. 
hotogra (RT. New Yorx 19. NY. 


‘WE DELIVER WHAT WE ADVERTISE’ 


MOUNTED 
ENLARGEMENTS 


42 eS Ac 
pas . sag | 
= = eee: Ee: 
ms (ESS © KMrvalelines FZ 
- . he a nS Rl A COIL ONT ee. H 
Gq = 
\: i: < = gulr 
ia ao | — os . 
4 . as _ be 
ag ing 
a, sho} 
ay ure 
F 
Min 
| case 
‘2 capi 
SS | ee st~*d vest 
ae eee STE—C“#ES=CEA let « 
Soe nse thes 
; ee é. | caus 
ata cape 
wer 
ie 1936 
; year 
oe 3 Rates 2 oe ee as ae ie eis Biaiedac be Silly tae a by le scat Spee wp: ise) pes ak Net a: sal ae ee Remar ee a “lisa Bey ie Ee ee a uae ee 
aise 7 oe pore 
a oh e ee Tene Ss aaa oak eee ant a # ny - aad amo 
fe ie we ne area 40% 
ne me a : ie 4 TI 
ane <g ee ae - 
ie val soe Se 4 bi 5 os pack 
a eae ania es i ; ica,” 
she : - 3 Be Si ott Sala tay . Be eg © se wine ue” dy Sees : Gone % as Se oe Serer. ca tea eat 4 aS tion 
: eu gees ; ae aioe ie ieee Ses cams . sss Cy : Rope ce : : ; ss ae pans 
ied | | : “ 
| of G 
two 
the | 
sls the 
ae Del 
age 
me extr 
coe Vall 
why 
rae and 
i play 
cee? | sale: 
vee | Tl 
ee and 
Co | read 
eee mor 
pei. | facil 
er | proj 
| by t 
Le 
| han¢ 
oF | tisin 
ese), Un: 
3 ee — $4 
Bee U 
ee Yor] 
ae lion 
oe com 
ae get 
with 
mag 
ee get 
= appt 
ili. | plan 
aaa in a 
Res | St 
e noe } stud 
Tat | fron 
iy 
. bi-n 
is the 
pe spac 
li an 
= 
res ret 
a yop : GV. C2 F-Ri- F7 a7 
GE \ bp .GY=D R77 FF (ea fs 
3-—y Yy 0 5 to <YGErY = meee yr 
YS Ye NN <4. y>r—Fh ZC dVYV—~W—SFYn 4 
| a 
tir 
ee : 
° } ar 
th 
al 
me RR RR ER RR AR NR A TES | li 
s¢ 
; | os 
a 
| Ir 
54 


Advertising Age, July 15, 1946 


Inflation Warning 


Heads Merchandising 


| S. W. Wilbur has been ap- 


Heads Minnesota ‘pointed merchandising manager of 


Valley Report 


the Canadian Wallpaper Manufac- 
turers Ltd., Toronto. The wall- 
/paper group includes the Reg. N. 


Le Sueur, MINN.—A timely ar- Boxer Company, New Toronto; 
gument against inflation leads off | Stauntons Ltd., Leaside, Ont., and 


the annual report being mailed this 
week to stockholders of Minnesota 
Valley Canning Company, which 
emphasizes that its relative stand- 
ing with food retailers and women 


ure of our progress than dollars.” | 


For the year ended March 31, 
Minnesota Valley set new highs in 
cases of products packed, in dollar 
sales, earnings, assets and working 
capital. But, stockholders and in- 
vestors are warned, “we must not 
let ourselves be fooled into taking 
these comparisons too literally, be- 
cause each of today’s dollars is 
capable of doing less work than 
were the dollars we had back in 
1936, in 1940, and in other prewar 
years.” 

Working capital of $5,317,730 is 
more than double the amount 
available in the 1940 crop year, 
but it won’t handle double the 
amount of product because the an- 
ticipated cost per case is nearly 
40% higher than in 1940. 

The company intends to retain 
its leadership as “the leading 
packer of peas and corn in Amer- 
ica,” and to increase its produc- 
tion through a sound policy of ex- 
pansion, it explains. 

Retail store studies, the com- 
pany says, show that the turnover 
of Green Giant peas is better than 
two and a half times as fast as 
the average of all brands, and that 
the turnover rate of Niblets and 
Del Maiz corn is double the aver- 
age rate of all other brands. This 
extra “shelf velocity,’ Minnesota 
Valley adds, “is the big reason 
why retailers like our products, 
and why they give them extra dis- 
plays and advertising that our 
salesmen request.” 

The company’s new research 
and administration building, to be 
ready for occupancy this fall, will 
more than double its research 
facilities. More than 100 different 
projects now are being handled 
by the research staff. 

Leo Burnett Company, Chicago, 
handles Minnesota Valley adver- 
tising. 


Universal Sets Up 
$4 Million Budget 


Universal Pictures, at its New 
York convention, set up a $4 mil- 
lion advertising budget for the 
coming year. Newspapers will 
get the bulk of the advertising, 
with some scheduled for national 
magazines. Cooperative copy will 
get only a small percentage of the 
appropriation, with the company 
planning full pages in major cities 
in advance of pictures’ openings. 

Spot radio will continue on the 
studio’s schedules, but reduced 
from previous years. 


Offers News Service 


Al. Greene’s “Memo,” a new 
bi-monthly news letter written by 
the Albert M. Greene Company, 
New York, will be mailed to all 
space buyers in the New York 
area. It will present news items 
and thumbnail sketches about the 
publications represented by the 
Greene office. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

‘ss ae oot ien eran wear, or a 
about anything. ere’s a marke 
that really nds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these —— can win the response 
and re a of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Watson Foster Company, Montreal. 


Buys Furniture Store 
Spiegel, Inc., Chicago, has pur- 


. ‘ | chased the Robert Keith Furniture 
shoppers is “a more solid meas-| Company, Kansas City, Mo. Ed- 


| 
} 


| 


|ward Keith, son of the founder, 
_will remain as general manager 
and Mrs. Edward Keith will con- 
tinue as art director and adver- 
tising manager. This brings the 
total to 10 home furnishing stores 
owned by Spiegel. 


Appoints Sargent 

Richard J. Sargent, in the laun- 
dry equipment department of 
Westinghouse Electric Appliance 
division, Mansfield, O., has been 
appointed merchandise manager 
of the department. 


Air First Neb. FM 


Station KOAD, the Omaha 
World Herald’s FM station, went 
on the air July 1, the first FM 
station in Nebraska. Frank Shopen, 
formerly manager of the World 
Herald AM station, KOWH, has 
been appointed manager. 


Kelly & Lamb Move 


Kelly & Lamb, Columbus, O., 
agency, has moved to larger quar- 
ters at 610 Hartman Theater 
building. 
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“Cover Catholic. 
Schools, Churches, 
and Institutions 


Fewer ee ee e454 


35 W. WELLS ST. MILWAUKEE 3, 813, 
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T WILL pay you in dollars and in pleasure to visit Seattle 
. . . to see for yourself what a great city—what a great 
market—Seattle is today. The Seattle city zone has over 
half a million population. And so rich, so responsive is this 
great market that in sales volume it ranks among the first 
15 in America. The SEATTLE TIMES is read in nearly all 
Seattle homes . . . the FIRST advertising medium in Seattle. 


THE SEATTLE TIMES 


\; 
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REPRESENTED BY O'MARA G ORMSBEE, INC. + NEW YORK 
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REDBOOK 


1 MONTH TO 


REDBOOK, MASS. 


Lhey dont pay off with wooden nutmeg 
in REDBOOK Connecticut! 


They'll buy your product with real U.S. money. 

Over $ 1*600,000 of family income makes it 
possible for these 25,713 young Redbook families 
to have just’about anything their hearts desire. 

And thy will be buying $780,000 worth 
of tires for their 21,185 automobiles, as well 
as over 14,800,000 gallons of gas and 1,186,000 
quarts of oil. 


HIT EM WHERE 
neaeeveee 


Send for the Redbook state-by-state analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York. 


It takes $20,000,000 worth of food to satisfy their 
hearty young appetites. They buy $2,700,000 
worth of drugs and cosmetics in the course of 
a year. 

Isn't $59 a page a low pro-rata cost to reach 
this $131,000,000 Redbook, Connecticut mar- 
ket? That’s all it costs to cover the Connecticut 
Redbook families. 


DISPLAY YOUR PRODUCT BEFORE THE 
$6,800,000,000 AUDIENCE OF THE 
REDBOOK NATIONAL SHOW 


Sell your product to these eager, young Redbook 
families whose ready money totals $6,800,000,000. 

They pay $4,000,000 a year for front row seats at 
12 performances of one of America's greatest arrays 
of fiction entertainment. 

$37,200 makes the Redbook 
National Show your show (12 
pages) attracting these enthu- 
siastic young spenders to your 


product every month in the year. 
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lhe Creative Wan Corner 


As a person who has never entirely 
gotten over the thrill of opening a tele- 
gram, this writer may have been very 
easy meat for the advertisement repro- 
duced here, at right. 

On the other hand, we suspect that a 


please telegraph ‘50. Love: 


You maj he miles away, but the money you seed it only minutes eway..- 
by telegram! Western Union maney orders ave tow in cost... taps in speed. 


we $e ta pane saneyatonl ta See Hae 
he. ens sah. goal be atte 


| Wesrernn 


Actually, both the situation as pictured 
in the headline and the black and white 
illustration are a little more appealing in 
the earlier advertisement at left. 

But good as that ad was, this new one 
seems ever so much better. The printing 


_BS WE PASSED THROUGH TOPEKA. LOVES] 


good many other people also find the 
yellow windowed envelopes and the ticker 
tape of Western Union endlessly excit- 
ing. Certainly we never knew a man or 
woman to receive a telegram and lay 
it down unopened—for more than 15 sec- 
onds. 

And it is this capacity of the telegram 
itself to be dramatized that is so perfectly 
capitalized here. 


You Ought toKuow . 


Allyn Brewster McIntire, vice-presi- 
dent of Pepperell Mfg. Company in 
charge of its advertising and promotion, 
has only two things wrong with him 
from a newspaper man’s standpoint: 

1. His name, with 
a “y’” where you’d ex- 
pect an “a” or “e,” 
and an “i” where you’ 
expect a “y,” is tough 
on hard-pounding re- 
porters and copy read- 
ers; and (2) he be- 
longs to so many or- 
ganizations and has so 
many extra-curricular 
jobs that it takes at 
least 500 words to list 
them all. 

It’s difficult to determine exactly whom 
to blame for the unusual spelling of his 
name, but it’s obvious that the number 
of jobs which this tall, slim, well dressed 
man works at is no one’s fault but Allyn 
McIntire’s. He’s one of those rare in- 
dividuals whose store of energy and 
drive seems to stem from some super- 
atomic power plant. He loves work, he’s 
interested in practically everything, and 
all his life he’s been in dozens of things 
at once and having a good time at all of 
them. Allyn says his trouble is that he 
can’t say no when some one asks him to 
take on another chore, but it’s easy to see 
that the slow, easy life and Mr. McIntire 
have nothing in common. 

His flare for having a hard-working 
finger in a lot of pies was evident back 
in Germantown Academy, from which he 
graduated in 1913, at the age of 18. In 
his senior year he managed to be class 
treasurer, editor-in-chief of the class 
book, business manager of the school’s 
monthly, manager of the senior class play 
and of the basketball and baseball teams, 
secretary of the debating society, cheer 
leader, and member of the track and 
soccer teams. Does that give you an 
idea? 


Allyn B. Mcintire 


of the headline message on the traditional 
yellow tape and the placing of the tele- 
gram in a Western Union envelope seem 
to us to transform a very good campaign 
into one that is outstanding. 

It is not often that there occurs such an 
opportunity to put a product or a service 
to work visually in printed advertising. 
But it is still less often that the oppor- 
tunity is seized. 


e « Allyn B. McIntire 


= al 

After graduation he joined the family 
printing and engraving business in Phil- 
adelphia, but moved on to N. W. Ayer & 
Son in 1916, and returned there after 
aequiring an ensign’s commission in 
World War I. In 1919, Allyn was trans- 
ferred to Ayer’s Boston office, and in 
1922 joined the Boston advertising staff 
of Condé Nast, being moved to New York 
as manager of the Condé Nast fashion 
group in 1923. That same year, in Au- 
gust, he joined Barton, Durstine & Os- 
born and moved back to Boston, and 
shortly thereafter married Edith Gwen- 
dolen Leonard, a Boston girl. 

“By 1926 Allyn was manager of BDO’s 
Boston office, but in February of 1928 
client..Pepperell claimed him as its ad- 
vertising and sales promotion director, 
and he’s been there ever since, as vice- 
president since 1929. 

Organized advertising owes a consid- 
erable debt to Allyn McIntire ‘for the 
time and energy and enthusiasm which 
he puts into projects which he feels would 
be of value to everyone using the ad- 
vertising mechanism, He was a driving 
force in the Association of National Ad- 
vertisers for many years, serving as its 
president from 1934 to 1936, while at 
the same time serving as president of the 
Advertising Club of Boston in 1935-36. 

Perhaps the most important long-range 
advertising activity which he helped de- 
velop was the Advertising Research 
Foundation, which emerged, modestly, as 
a result of discussions among Allyn 
McIntire, Lee Bristol of Bristol-Myers, 
Paul West, ANA president, and the late 
Ben Lichtenberg. “We thought there 
ought to be some kind of unbiased, sci- 
entifically sound organization to direct 
the development of needed data,” Allyn 
explains, “but we never dreamt it would 
become so big and so important.” He has 
been one of the ARF’s directors since the 
organization was founded, and is tre- 
mendously enthusiastic about the work 
the organization has done and is doing. 


“Advertising,” he says, “has changed 
a hell of a lot since I got into it. It has 
developed new techniques and a great 
deal more solid, scientific foundation, but 
perhaps the most striking thing that has 
happened is the way new challenges and 
new duties have been tossed at it. The 
scope of things which have come within 
the adman’s ken has increased enor- 
mously in recent years, and while I think 
this development is completely sound, I 
sometimes wonder if some of us may 
have broadened advertising’s job just a 
wee bit too much. After all, advertis- 
ing’s prime job is to remember that its 
function is to mold public opinion in 
favor of a particular product or service.” 

Mr. McIntire has some pretty definite 
ideas, too, about what advertising can 
and should do in its primary role of 
salesman. He thinks advertising has 
enormous potentialities which have 
scarcely been explored as yet, and he de- 
plores the fact that, while the situation 
is improving, “advertising still labors 
under the burden of the old slick ad- 
man.” a 

Successful advertising now, he says, is 
the kind of advertising that doesn’t just 
blow a company’s horn, but which per- 
forms a. real service, and he points as an 
example at the change in his company’s 
promotional approach to the trade. “One 
year,” he says, “we spent $38,000 on 
envelope stuffers—little things that we 
put in our letters to tell the trade how 
good we were. And then we spent $25,- 
000 more for display material, to tell 
how good our products were. What did 
our dealers care? They’re interested in 
something that helps them, not us. So 
we quit the selfish promotion, and now 
we’re providing dealers with things that 
actually help them make more money. 

‘“We’ve had the best architects and 
merchandising men we could find work 
out effective plans for linen department 
layouts, for example, and now we’re 
helping dealers use their own _ space 
more effectively and sell more merchan- 
dise—not just our merchandise, but all 
kinds cf merchandise in this department. 


~ And dealers love it. Why shouldn’t they? 


It’s intelligent, unselfish material that is 
of real benefit to them. 

“And another thing. Like everyone 
else, we’ve been bothered with the ad 
allowance problem. But we don’t expect 
to be bothered with it any more. Because 
we plan to give dealers something else 
they can use to their own advantage, 
rather than offer to pay them part of 
the cost of running our ads. We’re going 
to supply them with the best ads we 
can develop, and I’ll bet they’l] run them 


business Chart of the Meek 


and pay for them themselves. Why? Be- 
cause they’re not Pepperell ads; they’re 
ads for the store’s linens and domestics 
departments, and they make sense from 
the retailer’s standpoint.” 

Allyn is currently excited about the 
new packaging job which Pepperell has 
done, and which has previously been re- 
ported in these pages, which he says has 
proved a sensation in the field. But he’s 
almost as pleased about one of his oldest 
promotional ventures—a house organ 
called ‘“‘The Pepperell News Sheet” which 
goes to customers, banks, jobbers’ sales- 
men, clerks, etc. 

The house organ has been going since 
1926, when Allyn suggested it while serv- 
icing the account at Barton, Durstine & 
Osborn. “Everyone always wanted to get 
out a form letter to the trade,” he says, 
“and I figured we’d be better off to have 
a publication than to bombard the trade 
with form letters.” 

The paper now has a circulation of 
23,000, and not so long ago Allyn de- 
cided to find out if anyone really wanted 
it. So he sent out 20,000 cards and got 
15,000 back, with only two asking that 
their names be removed from the list! 

So Mr. McIntire, who reminds callers 
that Pepperell faced competition from 
only two or three other advertised tex- 
tile products of its kind when he entered 
the business, now faces competition from 
scores of companies, is pretty optimistic 
about his company’s future. As he sees 
it, a little energy and a bit of grey mat- 
ter will take care of almost anything. 

In the meantime, he laments the fact 
that there are only 24 hours a day, and 
that he’s been getting to the office at 
7 am. every morning for the past six 
months or so. After all, he’s got a few 
pies to bake outside the office, because, in 
addition to the jobs heretofore enumer- 
ated, he’s a director of Sandy Hill Iron & 
Brass Works, Hudson Falls, N. Y.; secre- 
tary of the board of trustees of Peter Bent 
Brigham Hospital; vice-president of the 
Florence Crittendon League of Compas- 
sion; member of the corporation of the 
Five Cent Savings Bank, and a member, 
at last count, of 17 assorted social, his- 
torical, fraternal, etc., organizations. , 

That’s not enough to keep Allyn busy, 
however. He finds it necessary to in- 
dulge in a few hobbies, such as golf, 
photography, gardening and a little tool- 
working in his basement workshop. And 
by all means let us not forget curling, 
his dearest love. Majestically encased in 
glass, on the window of Allyn’s office, 
reposes the handle of what was once his 
favorite curling stone—all that was left 
when the rink burned down last year. 


STATISTICS ON LEADING GROCERY CHAINS.1944 


- x AVERAGE 
} CHAINS = SALES |: INSTORE OF U.S. TOTAL P= f 
COUNTIES ALL STORES Jo 4 
A&P 1 1,401,643,425 BEY 243,595 
SAFEWAY [4 656,571,505 4 266,574 45 
KROGER RY 448,361,416 MA 154,828 43 
AMERICAN [9 227,630,000 LUE 112,688 18.7 
FIRST 
wartonat (eq 170,236,678 FEY 118,715 20.2 
NATIONAL 
TEA 99,870,474 Ba 120,762 52 
COLONIAL 97,656,627 £3 225,535 2.5 
FOOD FAIR 44,215,750 BR 496,806 ji) 3.7 
FISHER 36,475,000 Be 165,795 Ba 13.9% 2% 44.0 
JEWEL 24,619,251 im 161,969 38.0 
+++ Chart by “This Week” trom Chain Store Age figures 
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THE LARGEST TOBACCO BLENDERS IN THE WORLD 


PhanewmecD 
THE GREATEST CIGARETTE 
EVER BLENDED! 


MU" Raleigh 903- 
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Less Micotine, 
Less Throat-lrritating Tars! 


OPENS UP— Following unpublicized 
tests of new Raleigh blends, Brown & 
Williamson breaks out in the open with 
seven-column copy in three test cities, 
through Ted Bates, Inc., New York. 


New Raleigh Copy 
Tested in Three 
Cities for 903’s 


NEw YorK—With reverbera- 
tions of the protests over its cur- 
rent campaign still ringing in ad- 
vertising circles, Brown & Wil- 
liamson Tobacco Corporation is 
quietly testing a new copy theme 
and a new blend in three cities. 

In Louisville, Grand Rapids and 
Des Moines, the company is using 
both large and small newspaper 
space to promote Raleigh 903, 
called by copy “the greatest cigaret 
ever blended!” The company is 
also using spot radio, principally 
network cut-ins. No national pro- 
motion is planned until the test 
is concluded in the three cities, 
which probably will not be until 
the end of the year. 

The numerals 903 are imprinted 
on the pack and appear on each 
cigaret. Copy capitalizes on “mois- 
turized,” and declares the cig- 
arets are moisturized “to stay 
fresh longer! . .. to taste better! 
. .. for milder smoking!” 


Still ‘Proof Positive’ 


“The finest tobaccos the world 
could produce were blended and 


IT PARADER 


. MAGAZINE 
RESENTS THE Ist POST-WAR STUDY OF THE: 
AST TEEN - AGE, SONG - LYRIC MARKET! 
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reblended hundreds of times ... 
tested and then rejected as ‘good, 
but not good enough’... until, 
after many months, this mois- 
turized blend was born that will 
change the smoking habits of mil- 
lions,” copy declares. 

The present copy, which drew 
fire from advertising men and the 
Better Business Bureau, is not 
ignored. A copy box repeats “And 
medical science offers proof posi- 
tive! No other leading cigaret 
gives you less nicotine, less throat- 


irritating tars!” W. R. Hendricks, 
advertising director of Brown & 
Williamson, once told ADVERTISING 
AGE, in reference to the com- 
plaints, that he wished there were 
more. 

Ted. Bates, Inc., is the agency. 


Luhrs Joins Jones 


Victor Luhrs, formerly with J. 
M. Mathes and Campbell-Ewald, 
has joined Spencer Jones, New 
York, consulting engineer on in- 
dustrial advertising. 


Winchell Tops in West 
The June Pacific Network 
Hooperatings report places Wal- 
ter Winchell, with a score of 16.6, 
first among the first 15 programs 
on the Coast, with the Aldrich 
Family second and Blondie third. 


Rogers Joins Berens 

Joe Rogers, formerly with Steve 
Hannagan Associates, has joined 
Julius G. Berens, New York, pub- 
lic relations counsel, as senior ac- 
count executive. 


Advertising Age, July 15, 1946 


WRRF’s Power Boosted 


WRRF, ABC affiliate in Wash- 
ington, N. C., operating daytime 
only on 930 kilocycles, has re- 
ceived FCC permission to boost its 
power from 1000 to 5000 watts. 
The station expects to make the 
power boost by Sept. 1. 


KOQOW Appoints McGinley 

Anna V. McGinley has been ap- 
pointed assistant to Walter Zahrt, 
sales promotion manager of Sta- 
tion KQW, San Francisco. 
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G-E Outlines 
Aids to Dealers 
in New Booklet 


ScHENEcTADy, N. Y.— Deter- 
mined that its dealers and dis- 
tributors shall move into their 
share of the reconversion market, 
General Electric Company is of- 
fering its outlets a booklet en- 
titled, “G-E Traffic Appliances—A 
Preview.” 


Basing its figures on more than 
20 authoritative surveys, G-E 
estimates that during the first full 
reconversion year, Americans will 
pay $775,552,000 for 50,400,000 
small appliances and radios. 

The booklet outlines for dealers 
and distributors the special sales 
helps the company has to offer. 
These include large scale radio, 
Magazine and tie-in newspaper 
advertising, plus modern displays, 
servicing facilities and a complete 
financing service. 


Names Howard Swink 


General Equipment Company, 
Galion, O., maker of hand hy- 
draulic hoists, has appointed How- 
ard Swink Advertising Agency, 
Marion, O., to handle its advertis- 
ing. Farm publications, business 
— and direct mail will be 
used. 


Appoints Peck Agency 
Peck Advertising Agency, New 

York, has been appointed to han- 

dle the advertising of ‘“‘Fruit o’ the 


South,” the fruit division of the 
Southern Company of Jackson- 
ville, Fla. Full page ads in four 
colors will be used in the Metro- 
politan Sunday Gravure Group 
and in magazine sections of New 
York papers. A direct mail cam- 
paign will also be used. 


Joins Hicks & Griest 

Marjorie J. O’Keefe, formerly 
with du Pont & Cahalin Agency, 
Springfield, Mass., has joined Hicks 
& Griest, New York, as héad of 
the media department. 


THE NATIONAL BROADCASTING COMPANY 


SINCE February 1944 Bond Clothes has been 
sponsoring straightforward, clear-cut news reports 
tailored to fit the requirements of WMAQ’s vast, 


yet discriminating audience. 


Feeling that the need for accurate news reporting 


is more important than ever, Bond’s has con- 


stantly maintained its schedule of fifteen minutes 


of news, seven nights a week at 11 o’clock. Re- 


cently returned from service, WMAQ’s veteran 


newscaster, Myron Wallace, reports local and 


national news in a lucid style that has won him 


thousands of regular listeners in America’s second 


largest market. 


Year after year, high ratings testify to the effec- 


tiveness of forceful local features . . . and to the 


tremendous popularity of the NBC Parade of Stars. 


Year after year satisfied sponsors renewonWMAQ. 


FIRST IN 


maaneaceeomemmenncrete: 


CHICAGO 


50,000 WATTS 670Kc. 
"Represented by NBC SPOT SALES — 


SK 
=" 5 


Ges hg 
ill BAAD esta ea 


Lawyers Plan 
$150,000 Look 
at Profession 


Cuicaco—While the _ popular 
song may place the lawyer be- 
tween a doctor and an Indian 
chief, the American Bar Associa- 
tion is seriously and vitally in- 
terested in learning just where in 
the American scene is the lawyer’s 
place. 

The house of delegates, repre- 
senting about 35,000 members of 
the association, met here July 1- 
and approved a plan to make a 
survey of the legal profession and 
its place in American living. The 
survey, the first of its kind ever 
to be made in this country, would 
be made over a tentative three- 
year period by a group consisting 
of some non-members of the as- 
sociation plus others who may be- 
long to the group. Its estimated 
cost of about $150,000 would be 
borne partially by the association 
and partially by some outside 
source as yet undetermined. 

Dean Albert J. Harno of the 
University of Illinois law school 
told AA that the study would be 
purely objective with no particu+ 
lar emphasis on reform. Legatad- 
ministration and studies of re- 
quirements for admission to the 
bar would be included in the 
study. Prime purpose of the sur- 
vey, Dean Harno said, is to give 
the legal profession a good look 
at itself and determine its con- 
tribution to a free society. 


Trumbull Resigns 


Howard A, Trumbull, sales pro- 
motion manager of the glass con- 
tainer division of Owens-Illinois 
Glass Company, Toledo, has re- 
signed, effective Aug. 1, to form a 
consumer research organization, 
which will be known as National 
Family Opinion. 


4000 Get Jobs 
In Port Arthur 
Since War's End 


While other areas have experi- 
enced large employment declines 
since the end of the war, employ- 
ment in the Port Arthur area has 
increased by approximately 4000 in 
the same period, according to figures 
compiled by the Employment Advis- 
ory committee of the U. S. Employ- 
ment Service. 

The reason given was the lack of 
change in the principal products be- 
ing manufactured here, where no 
reconversion problem was involved, 
and a steadily growing demand for 
them in peacetime markets, The 
products are petroleum and syn- 
thetic rubber. 

32,575 Employed 

Current employment in all local 
industries is estimated at 32,575, 
while the USES file of active job 
seekers has grown by 1500 since 
August, 1945, to a current total of 
approximately 2000. Estimated pop- 
ulation increase during the same 
period is 10,000. 

Approximately one thousand of 
the active applicants for jobs are 
veterans and these continue to come 
in at an average rate of 80 per week. 
About 10 per cent of these are vet- 
erans who were inducted into the 
armed forces from other areas. 


(Reprint from the Port Arthur Texas News 
of June 26, 1946) 


THAT'S THE REASON 


PORT ARTHUR : 


is a market you should include 
in your advertising program. 


THe News 


For Adequate Coverage 
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The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


50 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


light bodyface 34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


POSITIONS WANTED 


Veteran, 42, desirous of selling job 
with publisher. Eighteen years of 
merchandising and selling with most 
reputable publications. 
Box 8309, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Publishers Representative wants es- 
tablished Trade Paper to concen- 
trate on—Excellent Contacts Chi- 
cago 
trial Concerns. 
Box 8302. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LOOKING FOR MIDWEST 
AGENCY REPRESENTATION? 
Young recognized Agency, Omaha, 
Nebraska, will act as representative, 
and service Midwest accounts for 
out-of-town agency or agencies. 
Contact, copy, art, production, re- 
search, ete. Tell us your problem. 
Box 8305, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Gamble a three cent stamp to see me 
and my samples. I’m a she copy- 
writer, now in Chicago, with New 
York agency experience. Call 
your secretary now and dictate a 
letter to 

Box 8311, ADVERTISING AGE 

100 E. Ohie~St., Chicago 11, Ill. 


over 


Midwest Agencies and Indus- 


POSITIONS WANTED 


DO YOU NEED 
THIS MAN? 


..started selling 

..joined advertising department 
.. then. assistant adv. manager 
..then advertising manager 
..went to a 4A agency 

...now advertising and sales pro- 
motion manager for medium size 
manufacturer. Ready for a bigger 
job high on food. Married, children 
(four of ’em), 30. College. 


Box 8310, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


VERSIFIED COPY 
BRINGS IN CASH! 

Viz., Burma Shave and Ogden Nash. 
Sonnet, jingle, ode or limerick, 
Dogegerel or highbrow lyric, 
Rhyme and meter are my meat, 
I work free-lance and I gotta eat. 

Box 8307, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Public Relations—Advertising Dir. 
Emp. good pos., no housing. Seek 
perm. pos., future. Vet, young, ag- 
gressive, experienced. 
Box 8306. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


HELP WANTED 


EXPERIENCED SPACE MAN, 
YOUR NEW YORK CITY OFFICE 
both available to publisher who 
wants intelligent and hard effort ap- 
plied exclusively to his publication. 

Box 8303, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


FASHION AD CARTOONIST 
ANYWHERE IN THE EAST 
Box 8304, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


BLOOD, SWEAT, TEARS 
FOR SALE 
VERSATILE ad man, well-estab- 
lished in present position as adver- 
tising and sales promotion manager 
seeks new horizons. Broad, general 
knowledge of advertising with em- 
phasis on direct-mail and direct- 
selling. Accomplished copywriter, 
fine knowledge of production, ete. 
Age 40, married. Live, breathe, eat 
advertising. Need a hard working 
executive? A planner? An idea man? 
Box 8308, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 
HELP WANTED 
ROTOGRAVURE TECHNICIANS; 


Leading <Australian publishing 
house requires skilled technicians 
for the following roto departments, 
Cover Artist and illustrator; color 
retouching; planning; etching; op- 
eration and preparation men (all 
phases). 

Excellent conditions and wages will 
be offered to suitable applicants and 
passage paid to Australia. Appli- 
cants should apply by letter only to 
Joshua B. Powers, Inc., 345 Madison 
Ave., New York 17, N. Y., stating 
qualifications and experience. 


a 


—...are you doing 
5% of your national 
business 1n 
& Southern California? 


FOR THE. OVERWHELMING EVIDENCE 
WRITE TO BUSINESS RESEARCH DIVISION 


REPRESENTED 
NATIONALLY 
ey 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
200 S. State St., Har. 2063, Chicago 


Sell FAMOUS AMERICANS Series 
direct to schools and libraries. Sev- 
eral areas open. O.K. to sell with 
other publications. Charles Webb 
& Co., 1308% Lyman Place, Los An- 
geles 27, Calif. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


PROMOTION MAN 
Long-established Chicago business 
magazine needs good man to handle 
promotion of advertising and circu- 
lation as manager’s assistant. 


Write full details covering back- 
ground and experience, starting sal- 
ary, references. 
Box 8300, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


COPY AND LAYOUT MAN 
Milwaukee Sentinel is looking for a 
capable, versatile young man who’ll 
fit right into its promotion and ad- 
vertising service department. He'll 
prepare roughs and copy for local 
advertisers, promote the paper via 
mail and trade papers and have 
plenty of opportunity to express 
himself on paper. If you think this is 
your niche, give us all the pertinent 
facts in your first letter, and while 
you’re at it send a few samples of 
your work—layouts, copy, proofs or 
tearsheets. Write Promotion Mana- 


Advertising Age, July 15, 1946 


ADVERTISING 
-MANAGER 
WANTED 


By one of the fastest growing 
companies in the country with 
national distribution of a prod- 
uct sold through the building 
supply, paint and hardware 
trade. Headquarters in New 
York City. Present schedule in- 
cludes pages in the Saturday 
Evening Post and complete cov- 
erage in trade publications. We 
want a man of executive calibre 
qualified to organize real adver- 
tising department. He will re- 
port direct to president, work 
with top flight agency. This is 
truly the "opportunity of a life- 
time" for the right man. Expe- 
rience in the above fields desir- 
able but not necessary. Salary 
open. Our associates know of 
this advertisement. Address 


Box 6521, Advertising Age 
330 West 42nd St. 
New York 18, N. Y. 


ger, Milwaukee Sentinel, Milwau- 
kee 1, Wisconsin. 
Newspaper Advertising Salesman 


Wanted 

Young man to contact agencies and 
advertisers in Chicago and adjacent 
territory. Large Metropolitan news- 
paper. Permanent. State age, educa- 
tion, experience, present and ex- 
pected salary. 

Box 8301, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MALE SECRETARY 
wanted by small publishing office 
with opportunity of breaking into 
sales and editorial. Good salary. 

Box 8299, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


A FUTURE IN— 
LITHOGRAPHY 


Offered the man having the understand- 
ing and knowledge to sell fine lithog- 
raphy—on an ample salary + bonus + 
expense basis. 


Replies welcomed from men in: 

Atlanta Cleveland 
Baltimore New York 
Philadelphia 
F. M. Metcalf Advertising Agency 
2039 Walnut St. Phila. 3, Pa. 


BUSINESS FOR SALE 


Advertising & Good Will Specialties 
Leather goods, Calendars, Opening 
day, convention, anniversary, holi- 
day Gifts, ete. An extensive money 
making line. An opportunity to have 
your own business. Family’s health 
necessitates living in Texas. Will 
sacrifice profitable jobbing business 
with present sales force. Already 
set up for the post-war expansion. 
Listed in leading buyers’ directories 
and phone books. Larger sales force 
and business expansion unlimited. 
All year round earnings. No Mer- 
chandise investment to run business. 
Plenty of good accounts for large 
repeats. Ideal two room office in 
center of town. Real low rent. Retail 
gift dept. possible as side line. Fur- 
niture and equipment included. All 
set to go for $5,000. 
RYDER SPEC. ADV. 
MORRISTOWN, NEW JERSEY 


Who Needs a Writer? 


Ex-Marine with service record as writer of 
magazine and news releases, and radio 
shows. Also as radio producer and news- 
caster. Good radio voice and presence. 
Prewar background includes summer stock, 
minor appearance on Broadway, 2 yrs.' 
teaching college drama dept. Aged 30, 
married, 2 children. Splendid character 
references. Now in Hollywood writing 
book short stories at publishers' sugges- 
tion. Will accept free lance stint but 
preferably permanent position. 


Address Box 6523, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


How Far Does Your Dollar Go In’ 
| America’s 4th Largest Market? © 


r RADIO FAMILIES PER DOLLAR 


BB Night 


(_] Day 


RADIO FAMILIES 


Proving...WAAT delivers more listeners in 
America’s 4th Largest Market*than any 
other station...including all 50,000-watters 


*Do you realize this market 
contains over 3% million 
people; more than these 14 
cities combined: Kansas City, 
Indianapolis, Rochester, 
Denver, Atlanta, Toledo, 
Omaha, Syracuse, Richmond, 
Hartford, Des Moines, Spokane, 
Fort Wayne, Dallas. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY’ 


Adv 
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RKO Radio Sets 
$6 Million Budget 


NEw YorK—RKO Radio Pic- 
tures will spend approximately $6 
million in advertising and promo- 
tion next year, it was announced 
here as the company concluded 
its annual sales convention. The 
proposed budget is the largest in 
the company’s history, and repre- 
sents an increase of $2 million 
above last year’s promotional ex- 
penditure. ~ 

S. Barrett McCormick, director 
of advertising and publicity for 
RKO, told ADVERTISING AGE that 
the company planned to spend ap- 
proximately $2 million in national 
magazines, with the remainder al- 
located to newspapers and “special 
promotion.” Most of the budget 
slated for newspapers will be 
spent on a cooperative basis with 
exhibitors. 

Mr. McCormick emphasized that 


SALES 
EXECUTIVE 


SCeeeeeeena, 


We have a big opportunity 
for a sales manager under 
38, who is big mentally and 
physically. Must know ad- 
vertising and sales promo- 
tion. Experienced in selling 
top department stores, jew- 
elers, stationers and special- 
ty outlets. Considerable 
traveling required. Salary 
$10,000 per year. Give brief 
resumé of qualifications. 


Box 6522, Advertising Age 
100 E. Ohio St. 
Chicago 11, Ill. 


TI hd 
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All replies confidential 


ART DIRECTOR 


Suburban Agency — National Accounts 


Opportunity for an experienced, ambiti- 
ous, creative-thinking man to join a mil- 
lion-dollar agency that is on its way to 
the second and third million. 


Should have crisp, modern rendering 
ability, talent with type, and knowledge 
of New York art sources. Industrial and 
aviation knowledge would be _ helpful, 
good general experience a ‘'must'’. 


Headquarters are in suburban New Jer- 
sey, but production is handled in New 
York for clients all over the country. 
Please apply by letter for appointment. 


Box 6524, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 
ADVERTISING 
EXECUTIVE 


Wanted advertising executive under 
40 to become assistant to Chicago 
ublisher of established business pub- 
ications. Preference will be given to 
one with extensive knowledge of trade 
publishing routine and practices. Sal- 
ary and bonus open to ambitious man 
not afraid of work. Write through 
third party if you desire. Exceptional 
opportunity. 
Box 6518, Advertising Age 

100 E. Ohio St., Chicago II, Illinois 


Unusual Opportunity for 
_ COSMETIC 
COPY WRITER 


Must be an accomplished writer on 
cosmetics. Newspaper and direct mail. 
Dept. store experience helpful. Large 
nationally known company. Highly 
interesting variety of work. Splendid 
opportunity! 
Box 6515, Advertising Age 

100 E. Ohio St., Chicago 11, Illinois 


ART DIRECTOR 


Dynamic in originality. 33 years of age. 
Knowledge of best art sources. Now 
with, Chicago's largest firm. Present sal- 
ary $J0,000 — want connection with the 
Agency or Firm where | can fully exercise 
my unlimited talent. E 

Box 6520, Advertising Age 
100 E. Ohio Street, Chicago I!, Illinois 


the company’s budget is elastic, 
and frequently runs higher than 
the amount set during the sales 
convention. Last year’s advertis- 
ing expenditures ran considerably 
higher than the original estimates, 
he said, and pointed out that spe- 
cial promotion for a single picture 
may run as high as $500,000. 

Foote, Cone & Belding is the 
agency. 


Sales Managers Elect 

Herbert B. Carkin, sales man- 
ager of Standish-Barnes Company, 
has been elected president of the 
Sales Managers Club of the Provi- 
dence Chamber of Commerce. 
Other officers elected are: Vice- 
president, Paul R. Hatch, sales 
manager of Brown & Sharpe Mfg. 
Company; treasurer, Howard E. 
Gladding, and secretary, Harry 
Hinkel. 


Canada Revalues 
Dollar: Newsprint 
Prices May Rise 


NEw YorK—An increase in 
newsprint prices was deemed 
more likely than ever this week 
following revaluation of the Cana- 
dian dollar, which raised it to par 
with the American dollar. 

Under the revaluation, Canadian 
newsprint mills will lose about 
$6.70 a ton which they received 
normally through the premium on 
exchange. Price boosts had al- 
ready been discussed, although no 
official action was taken, before 
the exchange rate was changed. 
Price discussions followed quickly 
on the heels of OPA’s demise. 


The Canadian currency change 
resulted in a quick decline in 
prices of newsprint and _ gold 
shares on Canadian exchanges, and 
started a land-office business in 
Detroit post offices, where money 
orders were still being made out 
at a 9% discount. U. S. postal 
authorities ended the rush, how- 
ever, with an edict that Canadian 
money orders should henceforth 
be written on a dollar-for-dollar 
basis. 


WLIB Manager Named, 
Power Boost Asked 


Louis E. Jackobson, former radio 
chief of the J. Walter Thompson 
Company, Chicago, has been ap- 
pointed station manager of WLIB, 
New York Post-owned independ- 
ent outlet in Brooklyn, and Ben- 


jamin C. Bowker, former chief 
foreign correspondent of the Post, 
has been named commercial man- 
ager of the station. 

WLIB is bidding for a greater 
competitive role in the New York 
broadcasting field, having recently 
added eight members to the staff 
and applied to FCC for a power 
boost to 10,000 watts on unlimited 
time. The station now operates 
daytimes only with 1,000 watts. 
An FM license for WLIB also is 
pending. 


Issues Printing Annual 
Printing Magazine is distribut- 
ing to its subscribers the eighth 
edition of “The Printing Year 
Book and Almanac.” Containing 
368 pages of reference material for 
printers, lithographers and others, 
the book is published by Walden, 
Sons & Mott, Inc., New York. 


Margaret Culkin Banning has put stars in her eyes... 


— young — emotional — starry- 
\ eyed. Right now she’s the model 
for a dream. 


For, she has lost herself completely 
ina tingling tale by Margaret Culkin 
Banning, whose great stories you'll 
find so oft:n between the covers 
of Cosmopolitan. 

The finest emotional writing of our 
time fills every issue of Cosmopolitan, 
and great writing makes great read- 
ing. It makes the sort of reading 
that weaves a magic spell of illusion, 
that softens the mood, that sways 
the emotions. 


Yes, Margaret Culkin Banning 
has started her dreaming. And 
Community is playing a part in her 
dream. They’re showing her their 
selections in silverware. They’re 


impressing her again with their 
famous “This Is For Keeps” theme. 

She’s inthe mood for Community’s 
story. She’s stirred by the emotional 
writing of Margaret Culkin Banning, 
Faith Baldwin, Sinclair Lewis and all 
the other famous authors who appear 
regularly in Cosmopolitan. 

Here emotions have taken com- 
mand. And emotion makes wars; 
emotion makes marriages; emotion 
makes sales! 


“A Cosmopolitan advertiser since 1916 


(losmopolilan 


GREAT WRITING MAKES GREAT READING 
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Hold-Line Pledges Mount 


as Basic Prices Go Higher 


New York—Manufacturers and 
retailers last week continued their | 
flood of pledges “to hold the price | 
line” despite mounting indications | 
that costs of component materials 
were on the upswing and that 
great cost-of-living increases 
would prebably bring renewed 
demands from labor for higher 
wages. 

The Bureau of Labor Statistics 
reported that last week’s market 
price index for 33 commodities 
jumped 22 points to reach a 221.5 
level as compared with 199.4 on 
June 28, the week before the 
death of OPA. As meat control 
seemed definitely out of any bill 
that might be passed, hog and 
steer prices remained at or near 
26-year highs. Cotton futures, 
metals and other basic raw ma- 
terials in general continued up- 
ward. 

Notable among the many addi- 
tional advertisers who answered 
AA’s queries on their price poli- 
dies (AA, July 8)-were W. T. 
Smither, advertising manager of 
R. J. Reynolds Tobacco Company 
and Robert B. Brown, vice-presi- 
dent and director of advertising 
of Bristol-Myers Company. Mr. 
Smither said that “irrespective 
of any situation in OPA we are 
not planning any price adjust- 
ments,” and Mr. Brown replied 
that “Bristol-Myers is not chang- 
ing its prices on its products to 
its customers.” 


Others Give Views 


T. H. Young, director of adver- 
tising of United States Rubber 
Company, reiterated a point of 
view that was.repeated many 
times in the numerous public 
statements on price control. Mr. 
Young said that “we would expect 
that with the removal of price 
control production would rise 
rapidly, supply would overtake 
demand and prices would level 
off as free competition became 
effective.” 

R. S. Wilson, vice-president of 
Goodyear Tire and Rubber Com- 
pany, said that “we are not going 
to raise prices in any of our lines 
unless the costs of materials that 
go into the manufacture of tires 
are raised substantially to us. Re- 
member that a 6.00-16 tire listed 
to the consumer at $14.75 in 1941, 
now only lists at $15.70—an in- 
crease of less than a dollar since 
before the war.” 

The Bureau of Advertising of 
the American Newspaper Publish- 
ers Association, which wired 100 


AIRLINES 


HAVE THE TIMETABLES .. . 


OIL MEN HAVE 
THE FARES! 


Argentina ... Iraq... China... Canada 
-.+ Mexico... Saudi Arabia ... Trinidad 
... Sumatra... Brazil... Venezuela... 
Burma .. . Germany . . . Kuwait... New 
Guinea . . . Roumania ... Colombia .. . 
Egypt ... New Zealand...Iran... India 
. . . Hungary ... The Philippines .. . 
Czechoslovakia . . . Borneo... . Turkestan 
. - - Formosa... Austria... Chili... 
Yugoslavia ... Italy... Haiti... Holland 
...dJava... Peru... Sakhalin Island... 
Bolivia... 

. . + only a part of the global oil map. that 
is covered by oil engineers and executives, 
yet enough to illustrate that they are the 
‘travelingest” group of men in business. 
The International Feature issues of The 
OIL. WEEKLY are a natural for airlines 
seeking this day-in and day-out travel ' 
business. 


The OIL WEEKLY 
NBC) ano Rh) 


AND PIPE LINE INDUSTRY 
Houston 


Chicago 


Cleveland 
Los Angeles 


New York 
Tulsa 


leading advertising agencies, 100 
leading advertisers and its 1,050 
members, pointed out the oppor- 
tunity for public relations adver- 
tising presented by the present 
situation. At mid-week, the bureau 
had received more than 100 re- 
plies, but no reports of concrete 
advertising campaigns. 

The National Association of 
Manufacturers also reports “hun- 
dreds” of replies to its advertise- 
ment “The Future with Confi- 
dence” and to the appeal of Ira 
Mosher, NAM chairman, for ex- 
pressions of opinion and reports 
of action taken. NAM had no 
breakdown of replies available. 

Gertz, an Allied department 


store in Jamaica, Long Island, in 
a series of three newspaper adver- 
tisements listed the names of more 
than 400 manufacturers who had 
signed the Allied Stores pledge to 
advance no prices on _ finished 
goods now on hand, not to exceed 
“our average margin achieved 
under OPA regulation during 
Spring 1946” in pricing merchan- 
dise subsequently manufactured, 
to “resist all unwarranted price 
increases on materials and sup- 
plies purchased by us,” and to use 
all efforts to achieve maximum 
production during 1946 and 1947. 

Among products listed in the 
Gertz ads were Arvin radios, Em- 
erson radios, Kalamazoo ranges 
and furnaces, General Electric ap- 
pliances, Hickok belts, Lionel 
trains, Crosley home appliances, 
Aquatog rainwear, Majestic pens, 
Odora wardrobe chests and E-Z- 
Do storage closets. 

The New York Post radio sta- 


0.P.A. or NO 0.P.A. 
OUR PRICES 
HAVE NOT BEEN RAISED 


and 
We Are Pledged to Hold Prices Down 


YUE AS retat stores, cocngnies shat we ore, tn effect. puschesing 

agents for the consuming public. Even though O.P. A.no longer 
thas the power of law, we hereby pledge to you that we will do every 
thing 9 our power to keep prices down aad to renst and prevent ome 
foc reases 


Member Stores of the 


RETAIL MERCHANTS’ BUREAU 


of the 
NEW ORLEANS \SSOCIATION OF COMMERCE 


NO CHANGE—This newspaper copy, 

placed by the Retail Merchants’ Bureau 

of the New Orleans Chamber of Com- 

merce, outlines the price policy of local 
retailers. 


Advertising Age, July 15, 1946 


tion, WLIB, began a drive for 
price control and asked public 
pressure on Congress for “effec- 
tive anti-inflation legislation.’”’ The 
station asked listeners to mail let- 
ters to the station for re-mailing 
to Congressmen when the writers 
Congressional districts have been 
ascertained “because most New 
Yorkers, according to surveys, do 
not know the names of their rep- 
resentatives in Congress.’ WLIB 
will also make free time available 


‘to opponents of price control. 


Start ‘Strike’ 

The New York City Consumer 
Council, an organization of 65 
consumer, labor and social wel- 
fare organizations, will begin a 
buyers’ strike in five major shop- 
ping centers there on July 23. The 
strike will also be sponsored by 
the American Veterans Committee, 
the Congress of American Women, 
the League of Women Shoppers, 
the Consumer-Farmer Milk Co- 
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hs week in The Inquirer exclusively . . . 


inside. . 


surveys . 


Envelopes in crocodile or calf, 
monogrammed outside, charged with credit 
. represent the luxury trade of 
Blum’s, one of Philadelphia’s smartest 
specialty shops . . . largest specialty 
advertiser . . . near largest in volume. 
Lush, Lavish, Limited in selling space 
but liberal in advertising space. . . 
Blum’s shows high stopping power in 

. . 1s a big attraction to other 
advertisers who often request position on 
same page because it helps! The bulk of 
Blum’s linage runs, naturally, in The 


] Inquirer . . . which last year had more lines 
than all other papers combined . . . well 
2 J over 300,000! 


Wallets worn but willing come to 
Abram’s — once “‘World’s Largest 
Cancellation Business” in shoes at 55th and 
Haverford, West Philadelphia... branches 
in Germantown and Darby. Still carrying a 
sizable shoe stock (40,000 pairs) . 
g yn selling straight lines since war cancelled 
cancellations . . . Abram’s small main store 
\ front belies the terrific turnover, catches 
customers from all sections of city and 
suburbs. Formerly a light linage user in the 


.. but 


.. Abram’s is now seven-times-a- 


Ae features large institutional copy . . . finds 
o? The Inquirer sales shoe fits! 
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operative and several 
unions. 

The OPA consumer advisory 
committee in New York is not 
supporting the strike as an or- 
ganization, but most of its indi- 
vidual members will participate 
with the sponsoring organizations. 
Helen Hall, chairman of the com- 
mittee and director of the Henry 
Street Settlement and member of 
the Advertising Council public ad- 
visory committee, corroborated the 
claim that food prices had gone 
above black market levels in this 
area. Miss Hall contradicted trade 
organizations’ statements that food 
prices are below former black 
market rates, and cited a survey 
made by the committee’s shoppers 
as verification. 


labor 


Andrews Agency Moves 


Arnold Andrews, Milwaukee 
agency, has moved to 2051 W. 
Wisconsin Ave. 


Blade Changes Name; 


Appoints Two to Staff 


Blade Advertising Agency, To- 
ledo, has changed its name to 
Blaco Advertising Agency to 
avoid confusion with the Toledo 
Blade. 

R. V. Tossell, formerly vice- 
president in charge of advertising 
and public relations of Lasalle & 
Koch Company, Toledo, has been 
named merchandising director. 
John Richter, recently released 
from the armed forces, has joined 
the art department. 


Plans State Magazine 

Colorado Business, which will 
appear in September, will be a 
monthly magazine carrying news 
and articles on the fields of inter- 
est in which the Colorado State 
Chamber of Commerce, Denver, is 
active. Edward A. Sampson is 
editor and business manager. 

The basic page rate will be $100, 
with a guaranteed circulation of 
4,000. 


Americans Seek Steaks, 
Woolens in Toronto 


On July 4 Americans poured 
into Toronto seeking steaks and 
woolens. One woolen shop re- 
ported that he could have done 10 
times the business if he had had 
the stock. Most of the woolen 
purchases consisted of women’s 
dresses and suits. 

A restaurant manager said that 
the number of United States cus- 
tomers was up 35 to 40% over 
last year, with rare steaks being 
in the greatest demand. 


Expands Market Service 
Dun & Bradstreet, New York, 
has expanded its research and 
marketing service, with Ralph J. 
Watkins as director. Shaw Liver- 
more, Donald R. Longman and 
Samuel P. Hayes Jr. are assistant 
directors, and Alfred Cahen is 
textile economist. Marketing ad- 
visers are Edwin B. George, econ- 
omist, and Walter Mitchell Jr., 
assistant to the president. 


Will Spend $50,000 


A budget of $50,000 for the 1947 
season for advertising promotion 
has been voted by the executive 
board of the Ozark Playgrounds 
Association, Rogers, Ark. Radio, 
metropolitan newspapers and 
booklets will be used. 


Names Chirurg Agency 


Cambridge Thermionic Corpora- 
tion, Cambridge, Mass., maker of 
radio and electronic components 
and radio hardware, has named 
James Thomas Chirurg Company, 
Boston and New York, to handle 
its advertising. Business papers 
and direct mail will be used. 


Withdraws Application 


The application of Station WOW 
for a commercial television broad- 
cast permit in Omaha has been 
withdrawn, according to John J. 
Gillin Jr., president. He said WOW 
“will continue to do experimental 
work.” 


| Pocketbooks ...t0 fit every price! 


Shabby or shining, clasped with platinum or plastics . . . pocketbooks present 


a fascinating study to the merchant who meets his customers face to face... Persuading 


customers to open pocketbooks, charge or credit accounts—is an even more fascinating study 


... In Philadelphia, of recent years, The Inquirer is very persuasive! 


Because this newspaper as a medium is class-less, non-cliqued . . . reaches 


pocketbooks in every price range, persuades buyers in all income brackets, produces business 


for every type of advertiser... high fashion or low price, shopping centered or suburban 


large or little... there’s more meaning in Media Records—if you know what the accounts mean! 


Local experience best interprets linage figures! ...In summary, the significance to the national 


- advertiser is that you can’t go wrong in The Inquirer... which reaches most of 


the best prospects as well as best people in this major market! 


Osborn, Scolaro, 


The Philadelphia Mrguirer 


NATIONAL ADVERTISING REPRESENTATIVES: 


space rationing. 


Meeker & Co., New York, Detroit, Chicago, Philadelphia 
Keene Fitzpatrick, San Francisco 


Pocketbooks open easily on Market Street, 
“mass” buying thoroughfare of Philadelphia . . 
and many are opened in Blauner’s—large, 
moderate-priced specialty shop that depends on 
volume rather than broad margin for its 


prosperity. Smart, spic and span, spacious a 
Blauner’s caters to kids as well as grownups . . . is 
“The Fashion Store in Vhiladelphia” for flocks 
of families. Once dependent on evening 
circulation, Blauner’s in the last five years has 
found more business in Inquirer agates, steadily 
increased its equity . . . found its linage shift 
slowed only by the nuisance necessity of 


Newsprint fo Stay 
Short, Texans Told 


DaLLtas—A _ continuing news- 
print shortage, paralleling a busi- 
ness boom, was the outlook pre- 
sented by speakers at a two-day 
semi-annual convention of the 
Texas Newspaper Advertising 
Managers’ Association here and 
in Fort Worth July 8-9. 

Sam R. Bloom, Dallas Times 
Herald advertising director and as- 
sociation president, said on the 
basis of a personal tour of Can- 
ada he saw “little or no possibility 
that the capacity of Canadian 
mills will be increased. I cannot 
see a supply of newsprint which 
will meet the demand before some 
time in 1947 or later,” he said. 

Prof. Arthur A. Smith, South- 
ern Methodist University, forecast 
a “continuous upswing. of busi- 
ness and production.” Production 
peak will come in about 18 
months, he said, and price peaks 
in 8 or 9 months. 

The convention unanimously en- 
dorsed-a resolution favoring leg- 
islation to permit a fund for in- 
dustrial and travel advertising for 
the state of Texas. 

Representatives of 18 Texas 
newspapers attended. An innova- 
tion was a joint luncheon of ad- 
vertising managers with publish- 
ers’ representatives and agency 
executives from Dallas and Fort 
Worth. 


Hood Named Editor 
of ‘American Lumberman’ 


Arthur A. Hood, director of 
dealer relations for Johns-Man- 
ville Corporation, New York, has 

Z resigned effec- 
tive Aug. 1 to 
become vice- 
president of 
Vance Publish- 
ing Company, 
Chicago, and 
editor of the 
American Lum- 
berman. 

Mr. Hood, au- 
thority on mar- 
keting and dis- 
tribution in the 
light construc- 
tion industry, joined Johns-Man- 
ville 13 years ago. Five years be- 
fore the war he directed 31 Hous- 
ing Guild Training Courses 
throughout the country, training 
dealers, executives and salesmen 
in the principles of selling build- 
ing “packages” to consumers. 


A. A. Hood 


Joins Dunn-Fenwick ™, 


Arden L. Morris, formerly art 
director of Western Advertising 
Artists, has joined Dunn-Fenwick 
& Co., Los Angeles agency, as art 
director. 


REPLY-O LETTER 


Your dealers will like Reply-O Let- 
ters imprinted with their names and 
addresses on the letters, also on the 
reply cards and envelopes. This per- 
sonalization pays. Everything from 


floor covering to yachts sold this 
way. 


What Are 
Your Needs? ysa 
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Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 
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$232.50 ‘Tribune’ Ad 
Makes $175,000 Sale 


To show the productivity and 
versatility of its advertising space, 
the Chicago Tribune is currently 
flaunting a highly complimentary 
letter from Marion W. Isbell of 
Isbell’s, Chicago restaurant. As a 
result of a 150-line ad ($232.50) 
improved farm property priced at 
$175,000 was sold and delivered, 
the letter declared. The Tribune 
was even forgiven, in the letter, 
for running the Jan. 27 ad on 
Page 3 of the financial section in- 
stead of Page 1. 


Joins ABP 


Oil, Paint & Drug Reporter, 
New York, has joined the Asso- 
ciated Business Papers. 


Charts @ Maps @ Slides @ Statistical 
Analysis @ Graphic Presentation 


CHART-FACTS i" 


Out of town inquiries invited 


Strykers Uncovers 
New Soap Booster 
in ‘Suddsfaster” 


(Picture on Page 69) 

San Francisco—G. Stryker 
Suddsfaster, the “Old Soapmaster,” 
is doing his best these days—via 
a new campaign in Pacific Coast 
newspapers, car cards, panel post- 
ers, spot radio and grocery trade 
journals—to step up the sales of 
Strykers granulated soap. 

The cartoon character, a funny 
little guy with glasses and a big 
nose, was created by Dave Bas- 
com, copy chief, and Dan Bonfigli, 
art director, under the supervision 
of Bernard Schnitzer, account ex- 
ecutive with Garfield & Guild, 
San Francisco agency handling the 
Newell-Gutradt Company account. 
He came into being after the 
agency decided that a skillful use 
of humor and_ understatement 
would prove effective in compet- 
ing with the well-defined soap 


j advertising techniques of the giant 


soap manufacturers already en- 
trenched in the field. 

Art and headings in the new 
series featuring G. Stryker Sudds- 
faster are as unorthodox as pos- 
sible, but product identification is 
not sacrificed to the fun. The copy 
approach is based on the theme 
that Strykers is simply a good 
soap, and doesn’t boast the handy 
combination of Mr. Anthony, the 
elixir of love and the fountain of 
youth. 

Copy, however, emphasizes two 
advantages of the granulated soap: 
It offers more suds than many 
nationally-advertised brands, and 
the housewife who uses Strykers 
can have “pussycat-smooth hands” 
because of Stryker’s high glycerin 
content. 


Nall Opens Own Agency 


Thomas C. Nall, formerly with 
Gano, Bachrodt & Edwards, Hous- 
ton agency, has opened his own 
advertising service in Houston, 
with offices at 945 M. & M. build- 
ing. 


BBDO Names Caldwell 
Western Mdsg. Director 


E. B. Caldwell, recently serving 
in the San Francisco ordnance dis- 
trict, assigned to disposal of sur- 
plus property and contract termin- 
ation, has been appointed mer- 
chandising director for the wes- 
tern offices of Batten, Barton, 
Durstine & Osborn, Inc. He will 
make his headquarters in Minne- 
apolis and will serve, as well, 
clients of the Chicago, San Fran- 
cisco and Los Angeles offices. 

Mr. Caldwell was sales manager 
from 1921-1927 of the Naket Pack- 
ing Corporation, salmon canning 
subsidiary of A&P food stores; was 
sales manager of the A&P central- 
western division until 1937, and 
until 1942 was manager of the 
trade extension division of The 
American Weekly. 


NBC Promotes Brooks 


William F. Brooks, manager of 
the National Broadcasting Com- 
pany’s news and international re- 
lations department since 1942, has 
been elected to a newly created 
position of vice-president in 
charge of these departments. 


The best planned advertising and sales campaigns 
fail unless formulated with a complete knowledge 
of the buying habits of customers. 
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That’s why the 1946 edition of the Omaha 
World Herald Consumer Analysis is invalu- 
able to manufacturers and advertising agen- 


cies. 


This up-to-the-minute market analysis tells 
what foods, soaps, drugs, and beverages the 
82,826 families of the Omaha-Council Bluffs, 


Iowa market are buying and where. 


How 


many own automobiles and what gas, oil, bat- 
teries and anti-freeze are used. Electrical ap- 
pliances owned and in need of major repair. 


The answers to all of these questions, and 
many more may be found in the new 1946 
edition of the World-Herald Consumer Anal- 
ysis, designed especially to help you do a 
better advertising and selling job in the 103 
County Nebraska-southwestern Iowa market 


Now Available 


SECOND 
ANNUAL 


1946 Edition 


Reveals Buying 
Habits, Brand 
Preferences of 
82,826 Metropolitan 
Omaha Families! 


. . . served by the Omaha World-Herald. 
Write for your copy today . . . simply address 
your request to our National Advertising 


Department. 


WORLD-HERALD . 


National Representatives, O'Mara & Ormsbee, Inc. 


New York, Chicago, 


Detroit, Los Angeles, San Francisco 


Owners & Operators Radio Station KOWH 
and Omaha’s Pioneer FM Station KOAD 


Net Paid Circulation April '46 — Daily, 219,634; Sunday, 222,726 
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Distributor Group 
Helps Shape New 
Presteline Policy 


CHICAGO Company officials 
were enthusiastic this week over 
results of their meeting with the 
distributors’ advisory executive 
committee set up to help shape the 
sales and merchandising policies 
of the home appliance division of 
Pressed Steel Car Company. 

The company calls its new pro- 
gram giving distributors a voice 
in management policies “democ- 
racy in business.” It has estab- 
lished nine distributor zones 
throughout the country, each of 
which “elects” a delegate to rep- 
resent it in discussions with the 
company. 

These nine “delegates” con- 
ducted a closed-door, three-hour 
conference here Sunday, discuss- 
ing engineering factors, prices, 
discounts, advertising and dealer 
aid. Then company officials joined 
the meeting, whose chairman was 
elected by the distributor group, 
and took up all points raised by 
the distributors. Four separate 
groups were represented — the 
company’s sales and advertising 
staff, engineering department, the 
distributors, and the division’s ad- 
vertising agency, Weiss & Geller. 


Four Sessions Annually 


Starting next year the distrib- 
utors are to meet at division head- 
quarters here four times annually 
to continue what Pressed Steel 
Car believes is an entirely new de- 
parture in manufacturer-distrib- 
utor relationships in the major ap- 
pliance field. They will continue 
to have a voice in company decis- 
ions on sales quotas, dealer pro- 
motion, sales education, product 
design and advertising strategy. 
Plans now under way provide for 
an extension of the idea to include 
retailers, whose committee will 
meet with distributors. 

Pressed Steel Car decided to 
invade the home appliance field 
last July and launched advertising 
in January, using women’s and 
home service magazines, the Me- 
tropolitan Group, and business 
papers. Consumer ads featuring 
the Presteline electric range will 
be continued throughout the re- 
mainder of 1946, and the schedule 
will be expanded considerably 
next year. Production of refrig- 
eration and laundry equipment 
will follow the electric range 
schedule. 

Maintaining the policy of ‘“de- 
mocracy in business,” the distrib- 
utor plan provides that committee 
members are elected for one year 
only and cannot succeed them- 
selves until each distributor has 
had a chance to serve a term. The 
retailers’ committee will function 
with distributors in much the 
same manner as the distributors’ 
group works with the company. 


Park & Tilford Acquires 
Vieille Cure Franchise 


Park & Tilford Import Corpora- 
tion, New York, has been ap- 
pointed exclusive United States 
distributor for Vieille Cure, French 
liqueurs, by Michel Deloffre, pres- 
ident and director general of So- 
ciete Anonyme de la Vieille Cure 
de Cenone, Gironde province, 
France. Initial shipments to whole- 
sale and retail dealers, backed up 
by an extensive advertising pro- 
gram now in preparation, are ex- 
pected to be made this fall. 
Charles M. Storm Company has 
the account. 

Vieille Cure, which means “old 
curate-house,” had its origin in 
1840 when an ancient monk di- 
vulged its formula to his nephew. 
Its preparation requires the use of 
52 aromatic plants, blended with 
Cognac and Armagnac brandies. 
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U.S. Statistical 
Mine Explored 
in Source Book 


NEw YorkK—Market researchers 
should find a new book, “Govern- 
ment Statistics for Business Use,” 
being published by John Wiley & 
Sons, New York, a valuable addi- 
tion to their reference files. 

Edited by Philip M. Hauser, as- 
sistant director of the Bureau of 
the Census, and William R. Leon- 
ard, deputy chief of the division 
of statistical standards, Bureau of 
the Budget, the volume attempts 
to catalog and explain the uses of 
the enormous volume of statistical 
information available through 
various government sources. 

There are 14 chapters, each deal- 
ing with a special variety of sta- 
tistics, such as “income,” “manu- 
facturing,” “international trade,” 
etc., and each written by a gov- 
ernment expert in that field. While 
by no means a complete catalog 
of the statistical material available 
from government sources, the book 
provides considerable information 
on this source, and many clues as 
to the manner in which available 
statistical material may be adapted 
to business use. It sells for $5. 


EXPLAINS PROBLEMS 
OF FOREIGN TRADE 


NEw YorK—Ronald Press Com- 
pany is publishing “Getting Into 
Foreign Trade,” by Eugene Van 
Cleef, professor of geography at 
Ohio State. The price is $2.50. 

While presenting little data of 
interest to those already substan- 
tially engaged in foreign trade, 
the 130-page volume should be 
extremely valuable to those who 
are now attempting to decide 
whether to wet their feet in this 
field. It is unusually well writ- 
ten, easy to understand, and out- 
lines the problems and solutions 
so simply that it should be an ex- 
cellent guide to the many organi- 
zations which would like to enter 
the export field but have hesi- 
tated to do so because of the be- 
lief that organizational problems 
are difficult to solve or are soluble 
only by large companies. The 
author insists that it is easy to 
get into foreign trade, and takes 
the reader through the procedure 
step by step. 


LABOR-MANAGEMENT 
ECONOMICS STUDIED 


NEw YorK—“Labor Manage- 
ment Economics,” by Prof. W. V. 
Owen of Purdue University, in 
collaboration with Stevenson, Jor- 
dan & Harrison, management en- 
gineer, is being published by Ron- 
ald Press Company ($2). The 
book is a discussion of the eco- 
nomics of management and labor, 
in simplified form, and was writ- 
ten in the belief that closer co- 
operation between labor and man- 
agement can be achieved if all 
understand better the basic eco- 
nomic problems which they face. 


Device Figures Weight 


Hammermill Paper Company, 
Erie, Pa., is offering a paper 
weight calculator, which de- 
termines the weights of odd size 
reams of bond, offset, cover and 
index bristol papers in any stand- 
ard substance weight. 


Relax in 


Coo/ Comfort 


HOTEL 
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Mayfair 
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Joins Burton Browne 


E. G. Brown, formerly advertis- 
ing manager of Hallicrafters Com- 
pany, has joined Burton Browne 
Advertising, Chicago, as merchan- 
dising consultant and market an- 
= and assistant to the .presi- 

ent. 


‘Travel & Camera’ Bows 


Travel & Camera, a monthly 
magazine published by U. S. 
Camera Publishing Corporation 
and distributed by Fawcett Dis- 


tributing Corporation, New York, 
made its debut July 3. 

The advertising contract rate is 
$585 for a black and white page, 
based on a circulation of 150,000. 


Crown Promotes Two 


John J. Nagel, president of the 
Crown Cork & Seal Company, Bal- 
timore, has been elected chairman 
of the board of directors, succeed- 
ing the late Charles E. McManus. 
Russell B. Gowans, president of 
Western Crown Cork & Seal Cor- 
poration, a subsidiary of Crown 


Cork & Seal Company, has been 
elected a director, succeeding Mr. 
McManus. 


Join Todd Studios 


William E. Flynn, formerly pro- 
duction manager of Krupnick & 
Associates, has joined the sales 
staff of Todd Studios, commercial 
photographer, St. Louis. Marcella 
Dyer, formerly production man- 
ager of Stix, Baer & Fuller, St. 
Louis, and John A. Connelly, re- 
cently released from the armed 


forces, have also joined Todd. 


Blakemore Moves Offices 


The Blakemore Company, Des 
Moines, has taken over a large 
house at 2021 Grand Ave. for its 
offices. 
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««- giant food factories handle 60” of California's 


E BEELINE fruit and vegetable pack exceeded 33 million cases 
in 1945. That's big-time MANUFACTURING . . . industry 
teamed with agriculture. It helps explain why Beeline families have 


fruit and vegetable processing 


plenty of money to buy things. 


Three of the largest canneries in the U. S. are in Sacramento. 
Fresno is the center of the world's dried fruit industry. Millions of 
tons of tomatoes, olives, asparagus, peaches, figs, pears and raisins 


are processed in these areas. 


What is the Beeline? California's busy central valleys, plus Reno 
and western Nevada . . . a market that rivals Los Angeles in popu- 


lation and tops San Francisco in retail sales. 


Mountains 6,000 to 8,000 feet high encircle the Beeline . . . often 
bar reception from outside radio stations. So here in California's 
third market you need our INSIDE-THE-MARKET stations! Facts 


prove Beeline stations do a good selling job. 
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KERN 


Bakersfield (CBS) 
Established 1931 


Facts for Time Buyers about the , 
5 BEELINE Stations 


Each station in the BEELINE Group (not a network or chain) 
is dominant in its community, powered for THOROUGH 
COVERAGE. These stations TOGETHER blanket California's 
mountain ringed central valleys, plus Reno and wealthy west- 
ern Nevada. Use all 5 stations, at combination rates. Choose 
best availabilities on each station without line costs or clear- 


KFBK 
SACRAMENTO. ABC. Established 1922. 
Primary area coverage of 15 California 
Counties with population of 630,100. 
10,000 watts— 1530 ke. 


eesecsceseesterstesare 


KMJ 


Fresno (NBC) 
Established 1922 ; 


K WG 


Stockton (ABC) 
Established 1921 


KOH 
Reno (NBC) 


McClatchy Broadcasting Company 


Sacramento, California 


Paul H. Raymer Co., National Representative 


poe 3 as Pee gearae a oe 25 R ij ae ea Os suse Rn RC eae eae aI : = Fe. ai RRO i coin seroas Peak al foe no ets ar, eee bene di Dem SS ee ect ae Og ere oe i ee : ‘ 
ae — Se ————— 
- — 
| Po 53 - 
a | perros: acd 
; | 
aa | JOHNSTONE 
/ ee SHI Says . 
ADVERNSERS ? 
ils | CUSHING ie 
" | a 4 one e 
e | - 
| ms 
ve | . 
“To | | rr | 
ies j LLL 
of } 
es 
ice | 
b- ——  ~oaree PFT” w-" *,, SEs é | . :. aI 
es ae — ee ee Aisi oie ¥ “ 58 et jae SS Sisk kee at — sit a . a : sic ee ey Gee ea Re ae = ae 7 
of i 7 « e wy i rT a Be iia 
h ea a y 
n- ~ . (ie gees a i cae a -. : ti Ey i ; Pl _ najaiuiiaupis. | _ . ii = be 
| . oe ae x ae , al : ae 5 — ie ae : 
ia. ie Pe ead =! . “= Oe , ~ no? Oa ini ; 
" oe, AY A em Neh eee. lr. SS 
as ‘allie hs Sy VA PO Bee a oe | 
Ip, 3 - 5 A ge wt . ioe * Sa — + 
te : = al ’ —y;. Se Bod ag ‘ Bess 
‘ Z ba © ” ‘ {§— vad Bastin oo . oa a be 
“a | : “4 eS SASS ; oS — . ee i 7 Tan Pe. ca | ' ms 
| _ — ee y \f ee —, 
| ge | ... i ae ee... 
i | ; oo 2 7 4 a 3 ae ' i alte 4 € ae a — te . aie , : eRe 
d- wa a tO ' Pee! Ai ae —> ee 
y e "= , = : rg — | ; s. eR * = tl | ae aoe | : 
, ail , , ~ - “3 3 i 7 me ae : a ¥ -. pee aioe ea : : oe . en te 
e- ' | a ” cee A . in ONY *. . Rt, oe eS ns : i aime 
Re ; oe, ee ‘ at in rs ise we rl & ; ° ile on 
aa 5 a Ps eee St ( wien 
— ~ (x0 Dy 4 i ee io 
ue : Ta Sin < d “ —— eee - | 3 , : Slade 
e . ‘ ; ee m3 i eee é eh ss -_ ‘ ; ee oa 
‘ Se eee 5 . 3 ee é Ce eee , *" 4 ea 
O- i .? eS 3 : : By st ill a 2s a , m li ig <i) : i y ee ; aaeae - a i s. ee. a vi 
: ae A eee om | Z_ 
or i i ee oat bie fae eae Oe = : t +4 , 3 Cali “e i <*> a | il “ “igs —  ® * ee 
ill | a ba oa lead ec at seg <- eal L°) : a e 4 i a i a e/ ¢ la cp t f Ky >. . ¢ iy . 2 : —_e ; 
a a el \e a me jae al == on be 
Saee « is = cc ae , \ 4 2 — —— — i. Se A q ad 3 
to | iy i <a. = Seas cr? : i Ben mas ; a a ' 4 ees 
- mae. ¢lemm ,: _ 
1g S00trti“‘<( ‘i‘é; CS SU ne  a-«-f2ane ll. as [am cy sila 
ee : P he — ia Bee 
1d | Be eo. oF Ae —— : a eo to a “See 
ss | : 
ig 
“<i = 
le -_ 
a ee | a | 
nt ts 
Je a oe 
| ° . is 
; 3 a 
a= ‘ “ em 
= : : a 
2e | : : aa 
ar : es 
1- : : Bogs 
as ee ae 
‘ H : 
1e i ‘ : re 
yn / at 
e | : : ae 
? a r pes 
| oe 
| i 
- ee ! __ a — 
2S | 3 
2. , ; : 
. ————$—LLLL LLL : a 
a Pe : 
e, : : 
- | ee : P| , 
3 | | Established 1928 : 
cn 
be | 
—* 4 a 
8 | a P 
1S ~~ —— eet 
CRS 
n i COWS: 
— | Fri ee | 
V. { | 
»f | ; 
h | 
| 
| 4 
’ Foe ; - eS Ped 82: ies: < * Auta ie : Pree ~ fee alae es oo : : % al moh or £ ne i : ide ee ea oosy a Tee - ; : Sa : E 3 


Readers Ask for More 
on ANA Studies 


To the Editor: On the front 
page of the June 24 issue of Ap- 
VERTISING AGE, in a column enti- 
tled “Most Ad Departments Now 
Perform at Least 10 Jobs,” you 
made reference to a “Study on 
Organization of the Advertising 
Function,” prepared for and pub- 
lished by the Association of Na- 
tional Advertisers. 

I would sincerely appreciate 
some information as to where or 
how I may obtain this study. 

JOHN PALEY, 

Assistant Advertising Man- 

ager, Brunswig Drug Com- 

pany, Los Angeles. 


To the Editor: I have noted 
in your June 24 issue, the article 


This department is a reader’s forum. Letters are welcome. 


with the headline “Most Ad De- 
partments Now Perform at Least 
10 Jobs.” 

Would it be possible for you to 
send me a copy of the publication 
put out by the Association of Na- 
tional Advertisers entitled “Study 
on Organization of the Advertising 
Function?” 

If you can get one, I will appre- 
ciate a chance to look this over 
and will return it to you if you 
desire. 

W. S. LEEcH, 

Vice-President, G. M. Basford 

Company, Cleveland. 


To the Editor: In the June 
24 issue of ADVERTISING AGE, there 
was an article in your editorial, 
“Recommended Reading,” which 
referred to a 32-page booklet en- 
titled “The Job Ahead for Busi- 


ness,” published by the Associa- 
tion of National Advertisers. 

If this booklet is available 
through your company, will you 
kindly send me a copy. If not, 
please advise where it may be ob- 
tained and if there is a charge in- 
volved. 

L. J. SPANUELLO, 

Assistant Manager, Tire, Bat- 

tery & Accessory Department, 

Pure Oil Company, Chicago. 

To the Editor: In the current 
issue of ADVERTISING AGE, an edi- 
torial mentions a 32-page booklet 
entitled ‘“‘The Job Ahead for Busi- 
ness,”’ prepared by the Association 
of National Advertisers. How- 
ever, I can not find any mention 
of where this booklet may be ob- 
tained. We should like very much 
to obtain a copy. Will you direct 
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ILLUSTRAVOX 


training 


is the ag 


one best way 


Compact—easy to carry 


USTRAVOX sound slidefilms command attention: Your perfected training mes- 
sage is presented in eye-catching pictures and spoken words, speeding training 


time—assuring maximum trainee interest: 
Already field-tested and proved by leading industrial concerns before the war; 
Illustravox superiority was further proved in accelerated military training programs. 


Illustravox-trained men remembered up to 25% longer than 
under former training methods. Training periods were cut 
from as much as six months to as little as six weeks! 


In all types of sales and production training Illustravox does a thorough job. Over 
75% of all sound slidefilm equipment now in use is Illustravox. The Magnavox 
Company, Illustravox Division, Dept. A A-7, Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 
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us, please? 

Mention also is made in another 
column that a copy of the Kim- 
berly-Clark Corporation’s ‘Going 
Places” may be had for the asking. 
A copy will be appreciated. 

JOAN JOYCE SELLERS, 
Agency Executive, Wallace 
Davis & Co., Houston. 

[Editor’s Note: Information 
about the availability of these 
studies may be secured from the 
Association of Nationa] Advertis- 
ers, 285 Madison Ave., New York.] 
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Asks to Reprint 
Frozen Food Figures 


To the Editor: We should ap- 
preciate very much your permis- 
sion for us to reprint an article 
which appeared in your publica- 
tion of April 15 on Page 25 start- 
ing with column one, headline 
reading: “Predicts Annual Frozen 
Food Sales of 30 Billion Lbs.” 

It would be a very great favor if 
this permission were granted and 
please accept my thanks in ad- 
vance for this courtesy. 

G. WHITTON WHITEHEAD, 
Advertising Manager, Locker 
Publications Company, Des 
Moines, 

7, @ 


Thanks Ad-libber 


To the Editor: That was a very 
nice story about “Meet Mr. Bach,” 
Page 12, May 6 issue. 

Kindly give me your approval 
on reproduction of this in our 
school service. Credit will be 
given your Ad-libbing column of 
ADVERTISING AGE. 

C. L. BARTHOLOMEwW, 

Dean, Illustrating and Car- 

tooning Department, Art In- 

struction, Inc., Minneapolis. 
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Best Corn my Elevator Man 


Season , : 


Farmers’ Pictures 


To the Editor: We are enclosing 
prints of an outdoor campaign that 
we have recently prepared for one 
of our clients—a hybrid seed corn 
producer. This concern is the 
Producers’ Crop Improvement As- 
sociation at Piper City, Il. 

We went out in their territory 
and selected outstanding farmers 
to endorse Producers’ hybrids. We 
are using actual pictures of these 
men with their testimonials in an 
extensive direct mail, newspaper, 
sectional farm paper, and bill- 
board campaign. In the billboard 
campaign, prints of which are 
enclosed, we are spotting the bill- 
boards with the outstanding farmer 
in that area being represented on 
the billboard. It is a fine localized 
campaign, and we have been in- 
formed by several sources that 
the campaign is very unusual. 

E. R. KaAweE, 

Kane Advertising, Blooming- 

ton, Ill. 
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Borders Annoyed, 
But Not Seriously 


To the Editor: I know how 
handy five-letter words are in 
headlines—I’ve written thousands 
of ’em myself—but may I plain- 
tively call your attention to such 
words as “Units,” “Club,” “Item,” 
“Thing” or even “Outfit” (the ‘tfit’’ 
part takes very little room in 
lower-case type) for consideration 
hereafter when you are talking 
about new public relations organ- 
izations? 

I am moved to action by ‘“Pub- 
lic Relations Group Formed in 
Los Angeles,” on Page 53 of AA 
for July 1. It seems to me that 
every few weeks or so “Public Re- 
lations Group” creeps into one of 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


~NEW ORLEANS — 


EPARTMENT OF LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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your headlines; it even showed up 
twice in the same issue not long 
ago and I almost wrote you about 
it then. 

Sure; we like the words. We 
like ’em so well that the Public 
Relations Group of Los Angeles 
has been in existence since 1940, 
and except for holidays and one 
wartime occasion when our din- 
ing room closed for two weeks 
we’ve met every week for six 
years. That’s far more times than 
any other public relations organ- 
ization that we know of has met; 
at least, here, 

You’ll find us listed in the Pub- 
lic Relations Directory and Year- 
book, and elsewhere. We’ve a 
notable roster of past chairmen, 
including George Meredith before 
he went to Washington and then 
New York and became president 
of the American Public Relations 
Association; Edmund M. Pitts, 
public relations counsel for the 
California Association of Land Ti- 
tle Companies; Roy Waggener, Los 
Angeles manager for Allen’s Press 
Clipping Bureau; and, less notably, 
me. Present chairman is Harvey 
Humphrey, public relations di- 
rector for the Title Insurance & 
Trust Company of Los Angeles. 

I’m really not too serious about 
my complaint, but I thought 
maybe you’d like to know about 
us. Whenever you’re in Los An- 
geles, drop in and meet with us on 
Thursday noons. 

IRVIN BORDERS, 
Los Angeles. 
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Cites Super-Coincidence 


To the Editor: Perhaps it is a 
coincidence when a “dictionary” 
ad, advertising the product of two 
different companies, appears sim- 
ultaneously in a trade publication. 
It must be a_ super-coincidence 
when two such ads appear simul- 
taneously in two trade publica- 
tions. 

I am thinking of The Mengel 
Company’s “dictionary” ad, defin- 
ing the new term “Permanizing,” 
which appeared in the June issue 
of Home Furnishings Merchandis- 
ing and the National Furniture 
Review. The same issue of Home 
Furnishings Merchandising carried 
a dictionary ad defining the word 
“Perfection” for the B. T. Crump 
Company’s hassocks, as well as 
the definition of ‘Permanizing” 
for Mengel’s new branded line of 
nationally advertised bedroom fur- 
niture. The June issue of National 
Furniture Review carried Mengel’s 
dictionary ad concurrent with a 
similar ad emphasizing the word 
“Profit” for Eureka products. 

A coincidence may or may not 
be news, but a super-coincidence 
must be something—not to men- 
tion the three “P’s”: “Permaniz- 
ing,” “Profit,” and “Perfection.” 

H. E. Locspon, 

Mengel News Service, The 

Mengel Company, Louisville. 
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Advertisers Agree 


To the Editor: Eastman had the 
benefit of two two-color ads pro- 
moting its new Universal M.Q. 
developer package in Packaging 
Parade for June. 

Apparently when two companies 
(Dobekmun and Alcoa) arrive at 
the exact answer to a particular 
packaging problem—the answer 
must be correct. 

R. W. MAERCKLEIN, 

Account Executive, Ervin R. 


Abramson Advertising, Mil- 
waukee. 
i a 
Wants Farm Market Story 


To the Editor: 
again ask your cooperation in 
granting permission to reprint in 
Rural Marketing from the article 
in your June 10 issue entitled 
“Farm Market Vital, Auto Adver- 
tisers’ Council Reminded.” 

GREGORY POOLE, 

Editor, Rural Marketing, Phil- 

adelphia. 
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Carter Products Buys 
‘Policewoman’ Series 


Carter Products, Inc, New 
York, through Small and Seiffer, 
New York, has bought “The 
Policewoman,” a dramatization of 
the life of Mary Sullivan, veteran 
New York policewoman, for pres- 
entation on the ABC network 
Sundays 9:45-10 p.m., EDT. The 
series was introduced July 7. 

Jimmie Fidler, also sponsored 
by Carter, was moved from the 
9:45-10 spot into the preceding 
15-minute period (AA, June 24), 
replacing Fiorello LaGuardia, 
whose unsponsored commentary 
was switched to Wednesdays 8: 15- 
8:30 p.m., EDT. The Carter 
broadcasts plug Carter’s Little 
Liver Pills, Arrid and Nair. 


Ballard Renews 


Ballard & Ballard Company, 
through Henri, Hurst & McDon- 
ald, Chicago, has renewed spon- 
sorship of “Renfro Valley Folks” 
on 26 CBS stations for 52 weeks, 
effective Aug. 4. The 30-minute 
program, heard for’ Ballard’s 
Obelisk flour, is aired Sundays at 
9:15 a.m. from Louisville. 


| GAIN AND LOSS PERCENTAGES —52 CITIES 


t 
MONTH 
MAY 1946 - 1945 Loss 
CLASSIFICATION men CONT ( 10 20 
icin | 2 
on a | 
AuTOmoTIVE____| 37.9 
FINANCIAL 17.6 
TOTAL DISPLAY____.| 21.0 
CLASSIFIED 27.4 
TOTAL ADVERTISING=| 22,5 
DEPARTMENT STORES~| 23.7 


ACCUMULATIVE 
| YAN. I-MAY 31, 1946-1945] Loss ; GAIN 


aan men cont tt) 10 20 30 40 50 60 
RETAIL 25.1 
GENERAL 11.7 
AUTOMOTIVE 30.5 
FINANCIAL 33.0 
TOTAL DISPLAY 22.3 
CLASSIFIED 29.0 
TOTAL ADVERTISING | 23,9 
DEPARTMENT STORES | 22,8 f 


AUTOMOTIVE LEADS—Media Records’ measurement of newspaper linage for 

May in 52 cities shows the automotive classification leading all others, with a 

gain of 37.9%, compared with May, 1945. In the Jan. I-May 31! period, auto- 

motive was second to financial, which was 33% above its figure in the five-month 
period a year ago. 


55 
RCA Plans Display 


The RCA Victor record depart- 
ment will unveil a new buying 
service for Victor record dealers, 
supplementing the self-selection 
merchandising service inaugurated 
in 1944, at the National Associa- 
tion of Music Merchants conven- 
tion July 15-19 at the Palmer 
House, Chicago. In addition, the 
full line of postwar RCA Victor 
home instruments will be dis- 
played. 


Seven Name Kettell 


Kettell-Carter, Boston, radio 
representative, has been appointed 
as regional representative of sta- 
tions WHCU, Ithaca; WPOR, Port- 
land, Me.; ’WELI, New Haven: 
WTVL, Waterville, Me.; WSYR, 
Syracuse; WTRY, Troy, N. Ge and 
WFEA, Manchester, N. H. 


Buist Appoints Buckley 

Robert Buist Company, Phila- 
delphia seed house, has appointed 
Earle A. Buckley Organization, 
Philadelphia, to handle its adver- 
tising. Magazines, newspapers, 
— and car cards will be 
use 


WBBM steers clear of the heavy heart for- 
mula in its new lighthearted daytime serial— 
“The Dangerous Age”. The program keeps 


tab on the escapades of two sisters, Ellen 


- 


1 


* WBBM Daytime Listening Area. 


and Vicky Carroll, teen-agers with a breath- 


taking zest for life. Offering a poor anchor 
to windward is their mother—a young beau- 
beset divorcee. It’s a frolicking story of a 
mother and her daughters, well seasoned 
with WBBM showmanship and originality. 
“The Dangerous Age” is tailored to the 
tastes of WBBM’s big buying feminine audi- 


ence in 74 counties of 5 states.* 


For more 


COLUMBIA OWNED 
50,000 WATTS « 780 kc 


Showmanship 
with a light touch 


It's WBBM's “Dangerous Age” 


details about’“The Dangerous Age” or other 
shows made to order for the WBBM market, 


call us or any Radio Sales office. 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS + NEW YORK, CHICAGO, LOS ANGELES, ST. LOUIS, SAN FRANCISCO, ATLANTA 
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‘Travel Doctors’ 
Supply a Tonic 
for Royal Gorge 


Missouri Pacific 
Personalized Mail 


Wins Ticket Sellers 


St. Louris — How to get ticket 
sellers to route vacation travelers 
over their lines despite shorter 
schedules on competing lines has 
been solved, partially at least, by 
Missouri Pacific Lines and its as- 
sociated western railroads, the Rio 
Grande Route and Western Pa- 
cific Railroad. 

The attraction used to compete 
with other roads’ faster schedules 
to the West Coast is Colorado’s 
magnificent Royal Gorge, and the 
particular medium used in this 
case was a four-phase highly per- 
sonalized direct mail campaign de- 
veloped for the railroads by Com- 
mercial Letter, Inc., St. Louis. 

First mailing of a “Royal Gorge 
Flash,” a 17x22 three-color circu- 
lar, went out May 17 to 15,000 
ticket sellers in the eastern half of 
the country who are in a position 
to feed traffic through the St. Louis 
gateway to the West Coast. The 
names came from available lists 
of ticket agents, passenger agents, 
etc., as well as from Missouri Pa- 
cific field men who compiled lists 
of their own contacts. 


Honorary Degree 

“You have just been awarded 
honorary degree doctor of travel by 
‘Royal Gorge Route University of 
Travel,’ ” the “flash” said. “Scroll 
certifying you as travel specialist 
now in mail. Award is for fore- 
sight we know you'll display this 
summer in recommending new 
Royal Gorge service to California- 
bound vacationists eager for scenic 
thrills.” 

Inside the mailing were com- 
plete details on routing, etc., but 
the thing that interested the ticket 
sellers most was the simulated, 
personalized “shingle,” complete 
with string, which showed that 
Mr. Ticket Seller was really “Dr. 
Ticket Seller.” Three days later 
the diploma itself was mailed, 
again complete with carefully let- 
tered name of the recipient. On 
June 15 a smaller piece, complete 
with pasted-on “pill,” provided a 
prescription for all California- 
bound travelers, carefully signed 
with the personal name of the re- 
cipient, and on July 1, at the 
height of the travel season, the 
fourth piece went into the mail. 

This piece, again highly person- 
alized, showed a girl on the tele- 
phone (complete with “wire’’) 
talking to her travel doctor and 
asking what he would prescribe. 

In the mail, the four pieces cost 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical . . . any office girl can be your 
compositor. 

Write TODAY for catalog explaining 


the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


the cooperating railroads about 65 
cents each, a very modest fee for 
an unusually successful promotion 
against considerable odds. The 
mailings have developed an ex- 
traordinary response from recipi- 
ents, scores of whom have gone to 
the trouble of writing letters 
thanking the railroads for their 
shingles and certificates. A typical 
reaction, by wire: “The Royal 
Gorge Flash received this a.m. 
Was happy you remembered and 
recommended me for this degree. 
Have always had soft spot for the 
Royal Gorge as well as the ‘MOP.’ 
Will be keeping this favorite route 
in mind when routing the public.” 

The railroads noticed a marked 
increase in traffic after the first 
two pieces were mailed, and 
within a week of their delivery 
they were averaging over 30 
through passengers per day to the 
West Coast. Even though this is 
expected to be a banner tourist 
season, the actual results and the 
good will which has been built up 
among ticket sellers in the eastern 


THE ROYAL GORGE ROUTE 


ae hirwwihe afficed our signatures 
« aheasl an § Royal Gorge . 


MANUFACTURES DOCTORS—Missouri Pacific and associated railroads get 

cooperation of ticket sellers for routing western travelers via their scenic Royal 

Gorge route by means of a four-phase personalized mail campaign, one of 

which is a “travel specialist’ shingle, and another a “degree' from the 
"University of Travel.” 
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states has been remarkable, the 
railroads feel. 

R. J. Maxwell, advertising man- 
ager of the Missouri Pacific, who 
supervised this particular job for 
the three railroads involved, be- 
lieves that the personalization of 
the mailings deserves a great deal 
of credit. “Passenger agents and 
ticket sellers, especially in the 
railroad business, don’t get enough 
‘humanizing,’” he thinks. ‘And 
there’s no use kidding ourselves— 
everybody is flattered when he 
sees his name on a certificate or 
award.” 


Gem Air Show Expands 


American Safety Razor Corpo- 
ration marked the first anniver- 
sary of the sponsorship of “Ad- 
ventures of the Falcon,” a mys- 
tery drama, on the Mutual net- 
work July 2 by increasing the 
number of stations on which the 
show is heard from 88 to 288. 
The 30-minute weekly program, 
aired for Gem razor blades, is han- 
dled by the Federal Advertising 
Agency, New York. 


A Lady ought to keep her 


ior fact is, the lady in the water Sas kept her head. The 
only reason she seems to have lost it is because you're 
seeing her from the wrong angle. 


Whether you're looking at bathing girl pictures or sales 
pictures, seeing them from the right angle is equally im- 
portant. Sometimes, when you look at a sales picture too 
closely from the national angle, you miss the local angle. 
And vice versa. 


National or local, you get your sales picture into the 
right perspective when you approach it through Metropoli- 
tan Group Gravure. For this national network of 25 Sunday 
newspapers spreads your message among 13,500,000 fami- 
lies—a third of the nation’s total—with all the advantage of 
high local interest in the country’s major markets. 


and women. 


anywhere today. 


Metro’s 25 papers give you a minimum of 50 per 
cent—an average of 75 per cent—coverage in 462 of 
the country’s 1,074 cities of 10,000 population and over. 


And in the gravure section, it doesn’t matter what page 
your message appears on—because the gravure section gets 
the highest average inside page readership among both men 


Add to this (1) the fact that you can select any number 
of publishing cities down to 10 to fit your own distri- 
bution pattern or sales picture plus (2) the fact that buying 
through Metro you enjoy the savings of Metro’s group rate, 
and you have the most efficient, flexible, economical buy available 


Metropolitan Group Gravure 
Lhe Natinnl Sowspig ber Network 
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Polaroid Tests Radio 
As Visor Sales Aid 


Polaroid Corporation is running 
one-minute recorded spot an- 
nouncements on stations in Provi- 
dence, Springfield, Mass., and At- 
lanta, with Worcester, Mass., as 
the control area, in a test of radio 
as a sales aid for the Polaroid 
Day-Driving Visor. 

If results warrant, the company 
said, radio advertising will be 
extended. The spots are being 
backed by direct mail to auto sup- 
ply and hardware stores and fill- 
ing stations. Current national ad- 
vertising for the Visors, first intro- 
duced last spring, is running in 
Life, The Saturday Evening Post 
and Time. Agency is BBDO, Bos- 
ton. 


Pepsodent Names Kalech 

Phil Kalech, sales manager of 
the Pepsodent division of Lever 
Brothers Company, Chicago, has 
been appointed to the newly cre- 
ated position of director of sales. 
He will have complete charge of 
all sales and sales personnel of 
the division. 


WEAF Localizes 
‘Roundup’ Idea 


NEw YorK—WEAF, NBC’s flag- 
ship in New York, has lined up 
five New York area newspaper 
organizations to participate in a 
15-minute daily “Metropolitan 
News Roundup,” copying the suc- 
cessful technique of wartime 
world news roundups. 

Participating in the project, ex- 
pected to get under way in August 
on a 52-week basis, will be the 
Brooklyn Eagle, Newark Star- 
Ledger, Bronx Home News, Long 
Island Press, Jamaica, and the 
news bureau of the Westchester 
County daily newspapers oper- 
ating in the offices of the White 
Plains Reporter-Dispatch. 

Over leased telephone lines 
linking the papers with WEAF, 
specially assigned newsmen will 
be called in during the broad- 
casts to report happenings in their 
respective localities. A WEAF 
newscaster will report Manhattan 


doings. Thomas B. McFadden, 
WEAF news chief, will set up 
each day’s roundup in a pre- 
broadcast telephone editorial con- 
ference with the pickup points. 

The roundup will be aired at 
noon. 


Budd Named Ad Manager 

R. M. Budd, assistant advertis- 
ing manager of Campbell Soup 
Company since 1929, has been ap- 
pointed advertising manager. He 
succeeds Harry F. Jones, who has 
just been named vice-president in 
charge of distribution. 


Atwood Joins WTIC 


Frank F. Atwood, who for the 
past eight years has been assistant 
editor of the University of Con- 
necticut Extension Service, has 
joined Station WTIC, Hartford, as 
farm director. 


Anfenger Elects Sanborn 

William L. Sanborn has been 
elected vice-president and treas- 
urer of Anfenger Advertising 
Agency, St. Louis. 


Joins N. W. Ayer 


Stephen E. Fitzgerald, formerly 
with Earl Newsom & Co., has 
joined the New York office of 
N. W. Ayer & Son in an execu- 
tive capacity and will do public 
relations work for the agency’s 
Army account. For a time during 
the war he was with OWI, then 
was director of public relations 
and advertising for Bell Aircraft 
Corporation. 


To Beaumont & Hohman 


Weaver Pres-Kloth Company, 
Omaha, has appointed the Omaha 
office of Beaumont & Hohman to 
handle its advertising. Magazines 
and business papers will be used 
for Weaver Pres-Kloth, a chem- 
ically treated pressing cloth, and 
Weaver Pres-Mit, a companion 
item. 


Creative Agency Moves 


Creative Agency Associates, De- 
troit, has moved from 209 E. Balti- 
more Ave. to larger quarters on 
the 16th floor of the Kales build- 
ing. 


Head! 


ATLANTA JOURNAL 
BALTIMORE SUN 

BOSTON GLOBE 

BOSTON HERALD 

BUFFALO COURIER-EXPRESS 


CHICAGO TRIBUNE 
CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
DES MOINES REGISTER 
DETROIT FREE PRESS 


DETROIT NEWS 

LOS ANGELES TIMES 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 
NEW YORK NEWS 


PHILADELPH!A INQUIRER 
PITTSBURGH PRESS 
PROVIDENCE JOURNAL 
ST. LOUIS GLOBE-DEMOCRAT 
ST. LOUIS POST-DISPATCH 


ST. PAUL PIONEER PRESS 
SEATTLE TIMES 
SPRINGFIELD UNION & REPUBLICAN 


SYRACUSE POST-STANDARD _ 
“WASHINGTON STAR 


LEJAREN ‘a HILLER 
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British Ad Totals 
Show Gain Despite 
Government Cut 


LONDON — Despite a_ noticeable 
drop in government advertising 
during the first quarter of 1946, 
British publication advertising to- 
tals show a quarterly gain of al- 
most $700,000, according to the 
Statistical Review. Space-cost of 
advertising during the same period 
has risen about 4.75% compared 
with the first quarter of 1945. 
The relatively small gain is in 
contrast to the loss of advertising 
totals in 1945 compared with 1944. 
Appropriations shown in the pub- 
lished figures include those ‘in 
London metropolitan papers, pro- 
vincial dailies and weeklies, mag- 
azines, technical and _ business 
publications. Total advertising ex- 
penditures during the first quar- 
ter of 1946, according to Statistical 
Review, were $15,112,616, based on 
June 11 rate of exchange. 
Leading British private adver- 
tiser was Bovril beef extract, with 
$114,545 for the first quarter, fol- 
lowed closely by Oxo beef ex- 
tract, with $108,957. Other lead- 
ing advertisers included Dunlop 
tires, Ford and Guinness’ beer. 
Phyllosan, a patent medicine, was 
a strong advertiser during the 
first quarter. Light bulb adver- 
tising almost equalled that of 
coffee companies and soap makers. 
In government advertising, rail- 
road expenditures sustained less 
spectacular drops than other gov- 
ernment branches, The Ministry 
of Food cut ad expenditures by 
almost one-half, while the Na- 
tional Savings Committee reduced 
its appropriations by about one- 
third. Other government appro- 
priations to take major reductions 
were those of the Ministry of Fuel 
and Power, Ministry of Agricul- 
ture and the Board of Trade. 


Sun-Kraft Names Baur; 
Finishes Product Film 


Lois Baur, formerly on the edi- 
torial staff of the Chicago Daily 
News, has been appointed to 
handle the advertising and pub- 
licity of Sun-Kraft, Chicago, man- 
ufacturer of ultraviolet ray equip- 
ment. 

At the same time it was an- 
nounced that “At the End of the 
Rainbow,” a color sound film on 
ultraviolet rays, has been com- 
pleted by the Jam Handy Organi- 
zation, Detroit, for Sun-Kraft. 


Leaves Westinghouse 


George A. Harder has resigned 
as director of public relations of 
Westinghouse Radio Stations, 
Philadelphia, a position he has 
held since his return to the com- 
pany last November after serving 
in the Army. His future plans 
have not been announced. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 $8. WABASH AVENUE 


CHICAGO 
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Covers to Protect Planes 

Bogardus Brothers, New Ro- 
chelle, N. Y., has launched a cam- 
paign in aviation publications and 
by direct mail for its new wing 
spoiler which is incorporated in 
nylon wing covers for private air- 
craft. The spoiler and cover com- 
binations are said to protect 
“parked” aircraft against weather 
and damage caused by “lift” in 
strong wind conditions. 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Space buyers say, 
7 “AUFBAU is tops.” 

/ 1940.... 300,000 lines 

1941.... 550,000 lines 

1942.... 650,000 lines 

1943.... 729,212 lines 

1944.... 850,000 lines 

1945....1,100,388 lines 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 


‘Times’ Carrier 
Boys Pictured on 
Outdoor Posters 


Los ANGELES—In an impressive 
local personalized promotion, the 
Los Angeles Times has created a 
series of outdoor posters playing 
up illustrations and “ambitions” of 
a number of its carrier boys. 

Using illuminated painted bul- 
letins, the Times individualizes 
each board with a 10-foot portrait 
of the carrier boy who delivers pa- 
pers in the area where the board 
is located. The carrier’s name and 
professional ambition are featured, 
as is the phrase, “Training for 
success — Los Angeles Times Car- 
rier Boys.” 

To heighten the individualistic 
impression, each poster makes use 
of different color combinations. 
The series, created by the paper’s 
public relations department and 
executed by its advertising art de- 
partment, is designed to point out 
that the carrier’s delivery job is a 


firm stepping stone to the realiza- 
tion of his ambitions. 

Foster & Kleiser and Pacific 
Outdoor Advertising Company 
panels are used, 


Tire Shortage May 
End in 1947 


Crowell-Collier Publishing Com- 
pany has released a survey which 
indicates that a buyers’ market 
in tires may develop in early 1947. 
A large part of the tires available 
will result from the failure of 
automobile companies to hit ex- 
pected production levels. 

Ray Robinson, director of re- 
search for Crowell-Collier, says 
one uncertain factor is the num- 
ber of tires which will wear out 
“during the heavy summer tour- 
ing, and this factor will tend to 
delay the date of production 
equalling demand.” 


Appoints Morrison 

Charles H. Morrison, business 
manager of the News and Patriot, 
Harrisburg, Pa., has been named 
general manager of the news- 
papers. 


Barter Spreads Abroad, 
Gillette Head Says 


“Compensation trading,” a fancy 
name for barter, is spreading in 
European countries, and Gillette 
products are being traded, J. P. 
Spang, president of Gillette Safety 
Razor Company, reported in New 
York last week. Mr. Spang says 
razor blades are swapped for 
produce, and the practice has 
been fostered by confusion over 
monetary values and fear of in- 
flation. 

The Gillette president also noted 
that European manufacturers have 
begun naming their blades after 
American cigarets and other prod- 
ucts made famous by our armies 
abroad, Using the same wrapper, 
it is possible to buy blades named 
“Lucky Strike,” “Camel” and 
“Swift’s Premo.” 


Roberts Joins Agency 

Ralph B. Roberts, formerly pub- 
lic relations and advertising di- 
rector of P. R. Mallory & Co., has 
been appointed vice-president in 
charge of client service of Keeling 
& Co., Indianapolis. 


It’s a National Habit to “LOOK IT UP!’ — 


in the ‘yellow pages’ 


Millions of men and women throughout the nation turn 
to the Classified section of the Telephone Book for help 
in solving many daily household and business buying 
problems. They want to find a dealer for a certain branded 
product; or to locate an authorized serviceman for a 
certain make of vacuum cleaner, drill press, radio. 
From years of experience buyers know that they can 
get this ‘where to buy it’ information quickly and easily 
in the Classified. 


In homes, offices, factories and at telephone pay 


stations everywhere the Classified is in constant use. 
Day and night the familiar ‘yellow pages’ are on the job 
keeping buyers supplied with easy-to-use buying infor- 
mation. This convenient guide to local outlets 
of branded products and authorized service 
men, performs a real public service. It saves 
steps and valuable time for millions daily. 


Advertising Age, July 15, 1946 


Retailers Study 
Planning Centers 
at ‘Homes’ Clinic 


(Picture on Page 69) 


Des MoInes—How home plan- 
ning departments increase depart- 
ment store sales and how the de- 
partments or “centers” operate 
were discussed here June 27 and 
28 at a home planning clinic held 
by Better Homes & Gardens. 
Sixty-five representatives of 41 
of the nation’s leading department 
stores attended, as did 40 Better 
Homes executives. 

Carroll I. Burtanger, sales pro- 
motion manager, Rike - Kumler 
Company, Dayton, emphasized 
that the home planning center is 
the most practical means for stores 
to increase sales of home furnish- 
ings. Unless well qualified attend- 
ants can be obtained for the home 
planning center, it would be wiser 
not to operate a planning service. 
Important to the success of the 
centers, it was pointed out, are 
the holding of frequent, well- 
staged exhibits, and maintenance 
of open files on a wide variety of 
building materials and methods. 


Architects Cooperate 


Isabelle Berryman, director, 
home planning center, William 
Hengerer Company, Buffalo, re- 
vealed that she had obtained 
wholehearted cooperation from 
Buffalo architects and _ builders 
after making it clear that the cen- 
ter would not encroach on the 
group’s activities. As a result, the 
store has been “given the oppor- 
tunity to handle linoleum and 
Duratile business” of architects 
and builders, and many customers 
have been referred to the store 
by business and professional men 
in the field. 

Other speakers emphasized that 
planning center attendants must 
not be salesmen; that material on 
file should be made available to 
all who seek to see it; that card 
files on visitors to the center, if 
made available to drapery and 
other departments, lead to sales 
whether or not made to new home 
buyers, and that the centers are 
good traffic builders for most de- 
partments of the stores. 


NAB Group to Advise 
Producer of Movie 


Six Los Angeles radio execu- 
tives have been made members 
of a National Association of 
Broadcasters advisory committee 
to cooperate with Jerrold T. 
Brandt, independent Hollywood 
film producer, on plans for making 
a major movie based on the his- 
tory of the broadcasting industry. 
The picture, tentatively titled 
“Magic in the Air,’ is said to 
have a $2,500,000 budget. 

The committee members are 
William B. Ryan, KFI, chairman; 
Donald W. Thornburgh, CBS; 
Lewis Allen Weiss, KHJ; Sidney 
N. Strotz, NBC; Don Searle, ABC, 
and Calvin J. Smith, KFAC. 


Harris Joins WNOC 

William Harris, formerly with 
Station WHAI, Greenfield, Mass., 
has been named sales executive 
of Station WNOC, the new Eric 
Williams-Ross Perkins station, 
which will be on the air soon in 
the New London-Norwich, Conn., 
area. 


Three Appoint Sullivan 

Daniel F. Sullivan Company, 
Boston, has been appointed to 
handle the advertising of Blo- 
Poke, Inc.; Belmonte Cheese Prod- 
ucts, Inc., and North Cambridge 
Cooperative Bank. 


Wambold to ‘Parents’ 


Catherine B. Wambold, assist- 
ant manager of Richard Hudnut’s 
Fifth Avenue salon, New York, 
for the past nine years, has joined 
Parents’ Institute, New York, as 
beauty editor of Parents’ Maga- 
zine. 
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NEW DRINK BORN—In a new attempt to make wine a summer drink, E. & J. 

Gallo Winery, Modesto, Cal., is giving strong promotion to the Gallo wine 

“glacier""—a glass of ice, Gallo wine, lemon or lime slice and a dash of soda 

water, frosted in the refrigerator. Shown here is a full-color mounted and 
easeled window display. 


Gas Appliance Makers 
Name Ginn and Sorby 


Lloyd C. Ginn, sales promotion 
manager of American Stove Com- 
pany, has been elected chairman 
of the domestic range division and 
E. Carl Sorby, vice-president, 
George D. Roper Corporation, has 
been reelected chairman of the 
“CP” group of the Gas Appliance 
Manufacturers Association, New 
York. 

R. S. Agee, Roberts & Mandor 
Corporation, and A. B. Ritzen- 
thaler, Tappan Stove Company, 
were named vice-chairmen, re- 
spectively, of these groups. 


Gardner Shifts Chance 


Alfred M. Chance, director of 
the Tom Mix program for the past 
two years for Gardner Advertis- 
ing Company, has been transferred 
from Chicago to St. Louis for a 
new radio assignment. Mary Af- 
flick, member of WGN’s Chicago 
production staff, will take over the 
Tom Mix show. 


Adds Export Department 


National Agricultural & Metallic 
Pulverizing Company, Elkton, Md., 
and New York, specializing in 
DDT mixtures, has organized an 
export sales department for dis- 
tributing insecticides in Central and 
South America and throughout 
farm sections of the United States. 
Dr. Richard Heubner has been ap- 
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pointed director of research on 
new concentrations and combina- 
tions of the insecticide for Latin 
American export trade. 


Standard Appoints Biow 


Standard Laboratories, Inc., 
New York, has named Biow Com- 
pany, New York, to handle the ad- 
vertising for Sloan’s Liniment, 


Use The Chicago Defender. 
Lowest milline rate in the Negro field. 


will produce the best results. 


FOR A TEST OF THE NEGRO MARKET 


Lowest cost per inquiry in the Negro field. 

The Chicago Defender is read in more than 200,000 homes each week through- 
out America - North - East - South - West. 

A. B. C. circulation in excess of 200,000. Rate only 40c per agate line. 

Your advertising to a most profitable field through the most profitable medium 


THE CHICAGO DEFENDER 


offers more for your advertising dollar than any comparable media. 
George T. Hopewell, Representative 
101 Park Avenue, New York 17, N. Y. 

Tel. LE. 


2-3783 


‘Glacier’ Added 


by Gallo Winery 
to Boost Sales 


MopeEsto, CAL.—To combat the 
usual summer slump in wine sales, 
E. & J. Gallo Winery here has 
launched a vigorous three-month 
campaign based on a distinctive 
new trade name, “Gallo Wine 
Glacier,” to promote its wines as 
the “coolest summer drink.” 

The use of the distinctive “Gla- 
cier” name departs from the usual 
summertime practice by the Wine 
Institute and individual wineries 
of using institutional copy or 
themes indicating wines as cooling 
drinks. The drive represents a 
substantial increase in Gallo ad 
expenditures for the period. 

The national campaign includes 
newspaper and trade publication 
ads, radio spots, outdoor and sky- 
writing. A substantial number of 
point-of-sale pieces have been 
prepared, including window dis- 
plays and window streamers, 
broadsides, recipes and other ma- 
terial. 

John Freidburg,* Los Angeles, 
handles the account. 


$100,000 Time Loss 
to Nets on Atom Show 


The pooled broadcast of the 
atom bomb test at Bikini by the 
four major radio networks June 
30 proved a rather costly semi- 
fizzle. Cancellation of sponsored 
programs, a survey by ADVERTISING 
AGE showed, cost the nets a total 
of approximately $100,000 in lost 
revenue for time alone. 

On top of this, the outlay to send 
men and equipment to Bikini ran 
into thousands. NBC for example 
spent $25,000. The broadcast fiz- 
zled through no fault of the net- 
works’ elaborate preparations, but 
because of bad atmospheric con- 
ditions. Estimates of the costs in 
lost time revenue: ABC, $22,525; 
CBS, $48,310; Mutual, $18,000 
($27,500 for both time and talent), 
and NBC, $11,000. 


To Publish ‘Roundup’ 


Roundup, the Magazine of the 
Southwest, a regional magazine, 
will make its appearance some 
time after Sept. 1. It will be pub- 
lished twice monthly by Wayland 
and Clyde Boles, Dallas. 


On Advertising 
immediately. 


Thursday in Chicago, 
_eleven days preced- 
ae ing date of issue. 


“Advertising Ag 


Grade AA (tied) 


Yolk round, upstanding; small zone of 
thick white, lesser fringe of thin white; covers 
small area when broken... The AA grade 
egg gets 5c per doz. premium, an extra $400 
profit on 8,000 doz. per year for Henry Schlueter 
: \p --. anda quality market for 125 other 
3™* poultrymen in a Wooster, O. co-op born 
of Depression prices in 1932... Better breeds, 
better feeds, frequent collection, Federal grading, 
faster shipment, direct sale to chain . . . intelligent 
approach, better methods, aggressive enterprise . . . 
is the success story of this Wooster co-op, illustrated 
with four-color charts for grading—title ‘Better Checks for 
Better Eggs’’ page 23—in SuccessruL Farminc for July. 


This egg article is the typical SF story . . . timely, 
significant reporting for use by successful business men in 
the nation’s No. 1 business of farming—typical of the million- 
plus SF subscribers, best ‘class’ market in the world today! 
These SF farmers are segregated in the thirteen midwest 
“Heart” states plus Pennsylvania and New York... 
with the best brains, soil and climate, families larger than the 
U. S. average . . . largest investments in land and equipment, 
largest yields, widest diversity, highest cash incomes, largest 
margin for spending . . . with the most wants and most 
means ...a market no intelligent manufacturer 
can ignore today—or the medium that reaches 
most of it most effectively, and at low cost! 
... For details, call any SF office... 
SUCCESSFUL FARMING, Des Moines, New York, bin 
Chicago, Detroit, Cleveland, Atlanta, 
San Francisco, Los Angeles. 


“Hyacinths for the soul” 
—flower arrangements of interest 
to farm women... page 60 


1041 coyotes killed—from a 
plane—this last year by Oklahoma 
farmer... page 41. 


Feed sack fashions—for children’s 
clothes, curtains, etc... page 70. 


HUGGER Corncobs—have 71% of the food value 
a SULvOFll ARMING of shelled corn for beef cattle ...page 81. 
——~ = And scores of other items, ideas, 
articles. ..and interesting advertisements 
...make SF for July interesting 
reading for any advertising man! 
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Aameniine 
Armed Forces 


Francis M. Fitzgerald (Navy) 
has been appointed manager of 
WORD, Spartanburg, S. C. 

John C. Wallis (Navy) has been 
appointed administrative assistant 
to J. A. King, vice-president in 
charge of sales, of Textron, Inc., 
New York. 

(AAF) 


Emanuel Baron has 
joined Jere Bayard & Associates, 
Los Angeles, as art director. 

Ernest J. Freeze (AAF) has been 
appointed sales manager of Ford’s 
Seattle office. 

John Burks (Navy) has joined 


431 S. Dearborn St., Chicago 5.lllinois 


Chambers & Wiswell, Boston, to 
assist Charles F. Hutchinson, vice- 
president in charge of new busi- 
ness. 

George H. Patton (Navy) has 
been appointed account executive 
in the radio department of the 
Tullis Company, Los Angeles. 

Raul Minamora (Army) has been 
appointed art director of Hannah 
Advertising Agency, San Fran- 
cisco. 

Alex Smith (Army) has _ re- 
joined General Electric as public 
relations director for the com- 
pany’s Electronics Park, Syracuse, 
N._¥. 


Rudolph J. Birnback (Arimny) 
has formed his own _ publishing 
company, R. J. Birnback Asso- 
ciates, New York. 

Richard C. Lundgren (Navy) has 
rejoined the Star and Register- 
Republic, Rockford, IIll., to take 
charge of plant city advertising, a 
newly formed department. 

Tom Hall (Army) has rejoined 
Westheimer & Co., St. Louis, as a 
member of the creative staff. 

Charles E. Parker has been ap- 
pointed art director of George 
Homer Martin Associates, Newari, 
N. J. 

Philip R. Kahn (Army) has 


been appointed director of Metro 
Jewelry & Optical Advertising 
Service, New York. 

Buckley M. Byers (Navy) has 
been appointed assistant manager 
of the New York office of A. M. 
Byers Company, Pittsburgh, maker 
of wrought iron. 

Roy Cowan (Army) has been 
named manager of the Tayior- 
Howe-Snowden Radio Sales’ New 
York office. 

John T. Lees (Navy) has joined 
A. & M. Karagheusian, Inc., New 
York, as sales analyst. 

Edward C. Stenner (Navy) has 
joined the New York sales staff 
of Paul Block & Associates, news- 
paper representative. 

Frederick W. Frost (Army) has 
rejoined Young & Rubicam, New 
York, as a radio commercial 
writer. 

Faulkner Lewis (Army) and Ar- 
thur Hale (OWI) have joined Ban- 
tam Books, New York, as director 
of production and director of ad- 
vertising and public relations, re- 
spectively. 

Seth Dennis (Army) has re- 
joined the American Broadcasting 
Company as a member of the busi- 
ness development department in 
New York. 


Charles V. Dresser (Army) has 
been appointed eastern sales man- 


ager of Wright-Sonovox, New 
York. 

Lester Krugman (Army) and 
Sidney W. Rosen (AAF) have 


formed Lessid Advertising, adver- 
tising agency and art service, at 
264 W. 23rd St., New York. Paul 
B. Snyder (Army) has joined the 
agency as account executive. 

Joseph F. Callo (AAF) has 
joined Callo, McNamara & Schoe- 
neich, Inc., New York agency, as 
head of the public relations de- 
partment. 

Paul F. Adler (Army) has 
opened a radio advertising service 
under his name at 385 Madison 
Ave., New York. 

Palmer Field (Navy) has joined 
the advertising department of W. 
P. Fuller & Co., San Francisco. 

Mrs. Tova Peterson Wiley 
(WAVES) has rejoined the Em- 
porium, San Francisco department 
store, as sales promotion man- 
ager. 

Gale P. Foster (AAF) has joined 
the advertising and sales promo- 
tion staff of Dennison Mfg. Com- 
pany, Framingham, Mass. 

Barbara Wentworth (Marine 
Corps) has joined the sales de- 
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partment of WTIC, Hartford. 

Joseph R. Daly (Navy) has been 
named assistant account executive 
of John A. Cairns & Co., New 
York. 

Frederic S. Wicks (Army) has 
joined Henry A. Loudon—Adver- 
tising, New York and Boston. 

R. C. Atchison (AAF) has been 
named assistant* advertising man- 
ager of United-Rexall Drug Com- 
pany, Los Angeles. 

Ted Baillie (Army) has rejoined 
KMPC, Hollywood, as account ex- 
ecutive. 

Joseph Graham (Navy) has 
joined Helen Edwards & Staff, Los 
Angeles, as talent director. 


Olin Retires Birney 

William T. Birney has retired as 
director of sales of the Winchester 
Repeating Arms Company, West- 
ern Cartridge Company and Bond 
Electric Corporation, divisions of 
Olin Industries, East Alton, Ill. 


McKay Picks Agency 

McKay-Davis Industries, New 
York, has appointed Koehl, Landis 
& Landan, New York, to handle its 
advertising. 


A LITTLE 


OFTEN GETS A BIG 


EXTRA EFFORT 


Any organization that wants anything as much as_ - 


F&P wants to continue being the best outfit in its 
field — well, Katy bar the door! 


Wishing didn’t put us there in the first place, and 


we're not depending on wishes to keep us there. 


Instead, we’ve built our organization up to the 


greatest number of the best men (and girls) in our 


entire history — six offices — complete statistical and 


data reference files —teletypes, Dictaphones, and 


everything else we can think of that can help. 


What are you getting out of all this? Unless it’s a 


lot, we’re not happy about it! 


Franklin 6373 Plaza 5-4130 


FREE & PETERS, rc. 


\\) Pieneer Radio 


Since Why, 1932 


CHICAGO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT:645 Griswold St. SAN FRANCISCO: 58 Suter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Cadillac 1880 Sutter 4353 — 


Station Representatives 


RESULT! 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wesc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH KDAL 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
RALEIGH WPTF 
ROANOKE WwDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE am. WGL 
TULSA KTUL 


Hollywood 2151 Main 5667 


Keep 
of his 


curls! 


Give 
him 


haircut! 


From haircuts to advertising 
messages — the woman's ap- 
proach is always emotional. 
Another reason to place the 
latter in the magazine that 
best reflects her sentiments — 


THE MAGAZINE WOMEN BELIEVE IN 
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Kling Sponsors ‘Quiz’ 

“Ad Quiz,” a new radio quiz 
show devoted to advertising, com- 
mercial arts and photography and 
sponsored by Kling Studios, Chi- 
cago, was aired for the first time 
July 1 over Station WIND, Chi- 
cago, 9:30-10 p.m. Contestants 
are executives of advertising agen- 
cies and companies having adver- 
tising departments in the Chicago 
area. Questions are sent in by 
listeners, with prizes from the 
Main Street Bookstore going to 
the listeners whose questions are 
not answered. 


Joins Garrison Agency 
Thomas Destelle, previously 
with Burnet-Kuhn Advertising 
Agency, Chicago, and Cramer- 
Krasselt Company, Milwaukee, has 
joined the copy staff of W. W. 
Garrison & Co., Chicago. 


Pittelkow Appointed 

Karl Pittelkow, formerly with 
J. M. Mathes, New York, has 
joined the creative staff of Fuller 
& Smith & Ross, New York, as 
account executive. 


Dailies’ Nat'l Volume 
Rises $16,000,000 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, recently reported that 
newspapers gained $16,000,000 in 
national advertising in 1945. 

Basing its reports on Media 
Records compilation (a detailed 
breakdown of which was pub- 
lished in AA, April 29), the bureau 
says newspapers racked up $232,- 
000,000 in national linage com- 
pared with $216,000,000 in 1944. 
Biggest gains were shown in the 
following classifications: Alco- 
holic beverages, $4,888,000; toilet 
requisites, $3,414,000, and publica- 
tions, $2,918,000. 


Boosts Page Rate 

Effective with the July, 1946, 
issue, Electrical West, San Fran- 
cisco, has increased its basic page 
rate from $195 to $234, with a 
paid circulation increase of 5,500 
to 7,500. Contracts expiring be- 
tween now and Jan. 1, 1947, may 
be renewed at the old rates for 
issues of July through December, 
= New rates will apply there- 
after. 


As of July 1st 1946 


~The Dell Detective Group 
will be known as 


DELL MENS GROUP 


-1946 marks the 10th anniversary of one of the 
largest men’s groups in publishing. To recognize 
fittingly this decade of growth into a mighty adver- 
tising medium, we are adopting the name DELL 
MEN’S GROUP .. . symbolizing our settled accept- 
ance among over 24 million readers. 


We base our acceptance securely on the fact- 
detective appeal. But in addition— 


We have broadened our editorial content. It 
now includes the new hunting and fishing 
departments, by the widely-quoted authori- 
ties Ray Trullinger and John Hightower. 


In magazines where 87% of the readers report they 
read every item, this department is proving a solid 
service for sportswear and eqvipment manufac- 
turers seeking a non-duplicated audience. Have our 
representatives tell you about it. 


FRONT PAGE 


DELL Mas: 


Human Interest Stories with @ punch J 


DELL PUBLISHING CO., INC. 
149 Madison Ave., New York 16 


CLUES TO THE DELL MARKET. .. Median age of reader, 35.8 ... median 
income $2,950... 3.4 persons per family...77.8% are married ...37.3% own 


their own homes... 


61 


NOT JUST SOME OF THE BEST... All of the Best! 


The 
whole 


Preferred by 
Wisconsin 
Dealers and Jobbers 


Surveys carried out by leading 
Wisconsin jobbers show that 
nearly eight out of ten dealers pre- 
fer to see advertising of the goods 
they sell in Wisconsin Agricultur- 
ist and Farmer. Here’s dealer ac- 
ceptance and support that helps 
build sales! 


What a market—thriving, prosperous—America’s 
Number One dairy state— Wisconsin! And what 
an opportunity to do a real job of selling with 
Wisconsin Agriculturist and Farmer. Here’s the 
farm paper that delivers not just part but all of 
the most successful dairymen in Wisconsin’s rich 
agricultural market. One schedule in one paper 
reaches the top 90% of Wisconsin’s dairy farmers. 
Wisconsin farm income is at a peak— Wisconsin 
farm needs were never greater! Get marketing 
facts and figures now. 
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REPRESENTATIVES 


Wyler Ups Sales 
33%; to Add New 
Markets This Fall 


Doubles Factory 
Space for Varied 
Food Line 


CuHIcAGco—Wyler & Co.—now 
boasting a food line that began 
with Swiss-produced bouillon 
cubes 15 years ago—has_ just 
doubled its plant space, hopes to 
double its sales, and this fall will 


step up its series of familiar 


newspaper ads to a record peak. 

Wyler’s success story started in 
the depression year of 1931 when 
S. S. Wyler, president, imported 
bouillon cubes from Switzerland, 
made to his own formula, and in- 
vaded the Chicago market. 

The company advertised only 
on the radio during its early years, 
mostly in Chicago, though sales 
moved up encouragingly. Then a 
few years later it began advertis- 
ing consistently in a_ steadily- 
growing list of markets. 

In 1941, the company bought a 
two-story structure at 1050 W. 
Fullerton, remodeling it into a 
one-story building. Just two 
months ago a new second floor, 
adding 16,000 square feet to pro- 
duction space, was completed and 
placed in operation. Contract for 
the work had been signed just 


three days before V-J Day, or the 
expansion plan might still be in the 
blueprint stage. 


Sales Up 33% 


Although it isn’t disclosing fig- 
ures, Wyler’s sales and advertis- 
ing have gained consistently since 
1941. ‘Sales for the first half of 
1946 ran more than 33% ahead 
of the comparative ’45 period, and 
1945 was well ahead of the pre- 
vious year. Ad schedules this fall, 
confined entirely to newspapers, 
will be heavier and additional 
markets will be added. 

The Wyler list now includes a 
varied line of dehydrated vege- 
table flakes for seasoning, pack- 
aged soups, bouillon cubes and 
packaged dinners. Almost all of 
them are impulse items that sel- 
dom get on the housewife’s ad- 


These retail neighbors know their way around 
Cleveland radio. They buy more than two hours daily over 
WGAR. Specially-built programs . . 
motion ... PLUS listeners who have a high regard for 

“Cleveland’s Friendly Station” are paying off for those 
who use this station. 


National advertisers are in good company 


when they advertise on WGAR. 


\ 
i Free Speech Mike says: 


“Sales mean production . . 
and production will keep 
America great.” 


. PLUS wide-awake pro- 


te 


ae ; 
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Edward Petry & Company, Inc. 
National Representatives 
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vance list but attract her eye from 
their place on the grocer’s shelf. 
Consequently Wyler has devoted 
considerable attention to packag- 
ing its products in convenient 
containers and colorful, self-sell- 
ing display cases. 

Wyler’s “kitchen garden” -of de- 
hydrated vegetable flakes now in- 
cludes parsley flakes (introduced 
in 1939), onion flakes, celery 
flakes, mixed vegetable flakes, 
mint leaves and pure = garlic 
powder. The first four of these 
also are packaged in large con- 
tainers for restaurant, hotel and 
institutional trade. 


Varied Packages Offered 


The housewife can select 
Wyler’s packaged soups in glass, 
foil envelopes, cartons or cello- 
phane. Best sellers in this divi- 
sion are the chicken soup mix, 
vacuum packed in usable table 
glasses and in foil envelopes. 
Other products are chicken soup 
stock (also sold to the institu- 
tional trade), a beef soup stock, 
chicken and vegetable noodle mix 
and vegetable soup mix in cello- 
phane. 

The original bouillon cube line, 
now well known, embraces beef, 
chicken and vegetable bouillon 
cubes in jars and cartons for the 
home and large containers for~in- 
stitutional sale. The individual 
beef cubes are wrapped in bril- 
liant red foil, chicken cubes in 
gold foil and vegetable cubes in 
green foil, and then are packaged 
in glass jars or heat-sealed five- 
cube cartons, 

Wyler also markets a packaged 
Rice Dinner, which made its bow 
in 1941, and a Ravioli Style Din- 
ner, added later. 


Slogans Help Sell 


Food brokers who handle the 
four groups of Wyler products 
credit the company with having 
done the industry’s outstanding 
packaging job. Contrasting colors 
call attention to the individual 
packages, and to the various 
counter and shelf display cases. 
Each case proclaims its own 
slogan, printed across the bottom 
of the carton, such as “Onions 
without tears” and “Parsley that 
pours.” 

Wyler currently is using 34 
dailies in 34 major markets from 
coast to coast, with most of the 
space devoted to the dehydrated 
flakes. For these, 31, 45, 56 and 
284-line ads are run twice weekly. 
Packaged soups are promoted in 
96 to 280-line copy, which ap- 
pears once a week. 


Work With Brokers 


Hand-drawn, carefully spaced 
capitals, tested many ways to 
achieve the maximum effective 
use of black and white space, 
headline the large space ads. The 
product is pictured in line draw- 
ing and selling copy is brief, em- 
phasizing full flavor, top quality 
and ease of serving. 

The company’s own sales staff 
works with food brokers, who 
sell to wholesale grocers, wagon 
jobbers or food distributors, and 
chains and supermarkets. Wyler’s 
sales force likewise handles insti- 
tutional sales. 

In January, 1941, Walter R. 
Neisser, secretary and treasurer 
of Neisser-Meyerhoff, Inc., with- 
drew from the agency field to be- 
come secretary of Wyler & Co., 
and head of the company’s sales 
activities, 


Import Machinery 


Wyler’s bouillon cube com- 
pressing and packaging machin- 
ery is imported from Switzerland, 
and the day after V-E Day it 
cabled to inquire about a dupli- 
cate set. The order was accepted 
and the machinery is now in use 
in the Chicago plant. The old ma- 
chine had been kept busy 16 to 18 
hours daily during the war 
shaping cubes and enfolding them 


Adver 
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WYLERS 


MIXED 


VEGETABLE 
FLAKES 


GARDEN FRESH 
READY TO USE 


Seven Vegetables 
in one package 
—to add zest 
and flavor to 
your roasts, 
soups, stews 

and gravies. 


A WEALTH 


YOUR “KITCHEN ong 


‘KITCHEN GARDEN' — Hand-lettered 

headlines, illustrations of the packages 

and brief selling copy in this typical 

newspaper ad remind the housewife 

about the merits of Wyler's dehydrated 
vegetable flakes. 


in colored foil. A substantial part 
of this production went to the 
armed forces. 

With its doubled production 
space now available, Wyler ex- 
pects to expand not only its U. S. 
and Canadian markets, but to in- 
crease export sales throughout the 
world. 

Aubrey, Moore & Wallace 
handles the account. 


New Penn Mutual Service 


To establish closer liaison with 
its half-million policyholders, the 
Penn Mutual Life Insurance Com- 
pany, Philadelphia, has launched 
a policyholders service bureau. 
An outgrowth of its war service 
bureau, which stressed “special 
service and consideration in un- 
usual situations,’ the new bureau 
will be in charge of Frank B. 
Runyon, director of special serv- 
ices. 


Plans Wire Music Service 


Plans for a 16 hour ending at 
midnight wired musical service 
starting in July are under way 
by. the Milwaukee Wired Music, 
Inc., franchised by the Muzak 
Corporation, New York. Music 
via telephone wires will be trans- 
mitted to industrial plants, offices, 
restaurants, clubs and entertain- 
ment spots. 


Kegler’ to Appear 

The National Kegler, Cleveland, 
a new magazine about bowling, 
will make its appearance in Sep- 
tember, with an approximate cir- 
culation of 25,000. Sam Levine, 
publisher, recently released from 
the Navy, was formerly editor and 
publisher of the Cleveland Kegler, 
weekly bowling paper. 


gy Cosine DATE 


On Advertising 
Immediately. 


Final closing, noon 
Thursday in Chicago, 
eleven days preced- 
ing date of issue. 
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Record Magazine to Bow 


Disc, published by Triad Maga- 
zines, Inc., New York, is a new 
monthly magazine devoted to re- 
cordings, carrying stories, features 
and pictures about classical music, 
concert and operatic artists. It 
will make its appearance July 17 
and sell for 25 cents. 


WOXR Promotes Korn 


Bennet H. Korn, lately an ac- 
count executive at WQXR, New 
York, and formerly with two ad 
agencies, has been named sales 
promotion manager of the station. 
He succeeds Mrs. Rita Hennessey, 
who has resigned to join her hus- 
band in Syracuse. 


Appoints Corrigan 

Jacqueline Corrigan, formerly 
assistant to the treasurer and as- 
sistant director of media of Rick- 
ard & Co., New York, has been 
appointed secretary-treasurer of 
Dunn-Fenwick & Co., Los Angeles 
agency. 


Wage Earners O.K. 
Ads but 27% Vote 
for Adless Radio 


NEw YorK—More than 95% 
of the wage earners see magazine 
advertisements, believe ads help 
to give them better products for 
their money, and would not like 
to see advertising removed from 
any medium, the Macfadden Wage 
Earner Forum conducted by re- 
search director Everett R. Smith 
has found. 

But 25% of the husbands and 
29% of the wives “would be sat- 
isfied to see all advertising re- 
moved from the radio,” while 26% 
of the husbands and 23% of the 
wives also veto billboard adver- 
tising, according to the survey. 
Advertising on cars and busses 
received negative votes from 


19.6% of the husbands and 17.9% ; 


of the wives, while adless news- 
papers and magazines were de- 
sired by only 4.1% of the men and 
3.1% of the women, and by 5% 
of the men and 3.5% of the 
women, respectively. 


Advertising Adds to Cost 


More than half the women and 
three-fifths of the men felt that 
advertising adds to the cost of a 
product. However, fewer than 
one-third of the respondents had 
any answer to make to the ques- 
tion, “What criticisms would you 
make of any recent advertising?” 


Atchison Joins Rexall 


Re’ C. Atchison, recently dis- 
charged from the Army air forces, 
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and previously advertising man- 
ager for Calavo Growers of Cali- 
fornia, has joined United-Rexall 
Drug Company, Los Angeles, as 
assistant to G. P. Kennison, ad- 
vertising manager of Rexall. 


Roberts Joins Agency 

Edwin A. Roberts, formerly with 
Peck Advertising Agency and 
O’Dea, Sheldon & Canaday, has 
been named vice-president and art 
director of Sweetser, Byrne & 
Harrington, recently formed New 
York agency. 


Agency Appoints Starr 
Gilbert A. Starr has been ap- 


pointed account executive of 
Chambers & Wiswell, Boston 
agency. 


GIBBONS KNO 


ADVERTISING 


TORONTO MONTREAL WINNIPEG, 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WS CANADA 


MERCHANDISING 


REGINA, CALGARY EDMO..1TOu ‘ t 


If so, it’s scarcely 


Promptly Yours,” 


wa 


pondents, to yourself, or to your firm. 
Effective business letters are not written 
under that kind of pressure. Like thou- 
sands of other busy executives, you'll 
find that Hammermill’s idea-book, ‘‘Very 


OIE) 
NEOND : 


omens ey i ia use Drogen 


Are you always trying to catch up on mail? 


that ‘“‘incoming” tray clean. It shows 
how just a little organization—of the 
right kind—will get you the information 
you need promptly, keep letters and 
memos moving along to the people con- 
cerned—so that you'll ‘‘answer today’s 
mail today!” 


fair to your corres- 


will help you keep 


QUITTING TIME, 
AND HE’S STILL 

ANSWERING LAST 
WEEK’S MAIL! 


SEND FOR THIS BOOK 


«+ IT’S FREE! 


For truly effective business letters, print your letterheads on a paper that makes the right first 
impression, lends dignity and importance to your message. Before you order your next letterheads, 
see the bright, clear white and new color range of NEW Hammermill Bond. Just send the coupon. 


LOOK FOR THE WATERMARK 


q 

7 | 
‘ Name 
y j Position 


* 


Ee ge 


.-- IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


lle ian: Jil 


‘i sells St 


Hammermill Paper Company, 


1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—a copy of ‘‘Very Promptly Yours” and 
include sample book of the NEW Hammermill Bond. 


(Please attach to, or write on, your business letterhead) 


AA 7-15 
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Join Mercury Mills 


James A. Roberts, recently re- 
leased from the Canadian Army, 
and D. A. Page have been ap- 
pointed assistant general man- 
agers of Mercury Mills Ltd., Ham- 
ilton, Ont., manufacturer of 
hosiery and underwear. Mr. Rob- 
erts will be responsible for co- 
ordination of sales, merchandising 
and advertising policies, and Mr. 


Page will be in charge of manu- 
facturing activities. 


Tabs Services Formed 


Tabs Services, Inc., has been 
formed at 85 Maiden Lane, New 
York, with Bernard Kerbel as 
president, to specialize in the 
preparation of tabulations, analy- 


tical reports, business surveys 
and statistical services. 


“PAPER SET?” 


We say NO... and here’s why: 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.”” So you proceed to either 
specify what types are 


of your organization or the pub- 
lications. In modern day compe- 
tition it also calls for a good type 
face assortment. And it sometimes 
requires a great deal of time and 
patience to get an advertisement 
to have any kind of appearance 
that will satisfy you. True, the 
cost of the space is often small, 
but no space cost is too small not 
to justify the sales message being 
given every opportunity to do 
the required work successfully. 

The additional cost 


to be used in setting is not great and the 
your advertisement or ; simplicity and ease of 
you take achance that _ handling as well as a 
someone on the publi- Reliability stead good fine appearance is 
cation will interpret Petelotaegenitentiaan not difficult to obtain. 
the layout and give ieabaiivamae ee Talk it over today with 
you what is needed. Sa a representative of the 
Either of these acts re- ee ‘ Faithorn Corporation — 
quires, for good adver- erncny and let him explain the 
tising, an exceptionally ee - “sure way” to handle 


skilled and technical 
knowledge on the part 


FINCHLEY is a regular user 
of Faithorn Complete Service 


your work. Simply tele- 
phone, Whitehall 2300. 


MEMBER OF ADVERTISING TYPOGRAPHERS*’ ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


& 
Ss 
ay 
7 
x, 


Ad-Setters - Engravers - Printers 


PRINTING 


400 N. Rush St., Chicago 11 + Whi. 2300 


PRINTING 


DAY AND NIGHT SERVICE 


= 


WSGN Again Corrals 


the Listening Audience 


For the last three months, WSGN has controlled the All- 
Day Listening Audience (8 A.M. to 6 P.M.). 


efforts to maintain this dominance are never relaxed. 


WSGN..... 34.4* 
Macc aeess 23.7 
OTHERS . . 


*Figures from March-April 1946 Hooperatings 


ALABAMA’S BEST BUY FAR! 


SGN 


AMERICAN BROADCASTING COMPANY 
THE NEWS- AGE-HERALD STATION 
Represented Nationally by Headley-Reed 


Our 


B 


"New York Radio’ 


Lists Programs 


New YorK—New York Radio, a 
new radio program information 
magazine, will appear July 25 on 
newsstands throughout the metro- 
politan area at ten cents per copy. 
The 36-page weekly will be pub- 
lished Thursdays by C. Nelson 
Schrader, president of Radio Pro- 
gram Information, Inc., 55 W. 42nd 
St. First issue will have a dis- 
tribution of 25,000 copies, with 
six pages of advertising space of- 
fered to broadcasters, sponsors and 
the radio industry. No general ad- 
vertising will be accepted. 

The magazine will contain de- 
tailed listings and descriptions of 
all radio programs broadcast by 
10 leading New York radio sta- 
tions. Television and FM sched- 
ules will be included and in addi- 
tion, separate classified listings 
will be made of sports broadcasts, 
children’s programs, audience par- 


ticipation shows, mystery pro- 


grams, news and commentary. 

Subscription price will be $3 
per year, with promotion sched- 
uled to start July 15 offering 15 
issues for $1. 

Mr. Schrader, who was with 
Newell-Emmett Company before 
entering the Army four years ago, 
will be’ editor as well as publisher. 
Other staff members, all veterans, 
include I. L. Peterman, formerly 
with Reuben H. Donnelley Cor- 
poration and Zenith Radio Corpo- 
ration, business manager, and 
Murry Harris, former script editor 
at NBC, promotion manager. 


G.Is Form Selling Firm 


Allan Goodloe & Co., 505 Mer- 
chants Exchange building, St. 
Louis, is a new nationwide sell- 
ing organization for grocery and 
liquor items and is operated by 
Allan Goodloe, former military 
government officer, and 40 ex- 
servicemen. The G.I. network con- 
tacts 4,600 grocery wholesalers, 
457 department stores, 429 buyers 
for chain groceries, 343 buyers for 
wholesale drug firms, and 441 
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other outlets. It serves firms 
which had expanded their pro- 
duction during the war, but lacked 
a corresponding sales organiza- 
tion. 


Behel Incorporates 


Behel & Waldie & Briggs, Ad- 
vertising, Chicago, has been 
changed from a partnership to a 
corporation under the name of 
Behel & Waldie & Briggs, Inc. 
There has been no change in own- 
ership, capital, location or per- 
sonnel, 


Returns to Service 


Colonel John N. Gage, who had 
accepted a position as an account 
executive of Joseph W. Hicks, 
Chicago public relations organiza- 
tion, has been recalled to active 
duty as executive officer of the 
Chicago Quartermaster Depot. 


Edits ‘Hardware Age’ 


J. “Mac” Witten, circulation 
manager of Hardware Age, New 
York, for the past three years, 
has been appointed editor. 


' READ BY THOSE WHO BUY 


IN THE MARKETS YOU WANT TO SELL 


MACHINE 


sa 


MANAGERS — 


ee 


2 ENGINEERS 


HITCHCOCK 
CHICAGO 


a @ 
: a 
y 
‘ ‘ 
: 
- 


FOREMEN 


Industrial, 


TOOL BLUE BOOK 


Advertisers in MACHINE TOOL BLUE 
BOOK are assured complete coverage 
of all branches of the metal working 
industry. It is read by those people in 
the metal working fields who specify 
and buy. Over 35,000 monthly circula- 
tion .. . over 171,500 readers. A CCA 
publication. For results use MACHINE 
TOOL BLUE BOOK, the outstanding 
leader in the metal working industry. 


WOODWORKING DIGEST 


WOODWORKING DIGEST reaches 
more than 10,000 plants and individuals 
in all branches of the woodworking in- 
dustry of the United States and Canada. 
It is tops in advertising volume . . . more 
advertisers use WOODWORKING 
DIGEST to present their story to the 
woodworking industry than any other 
medium. Editorially, WOODWORKING 
DIGEST carries more pages than any 
other publication in the field. 


ALES CATALOGS 


Hitchcock’s seven EXPORT SALES 
CATALOGS are your answer to success 
in building sales in foreign markets. 
A well planned campaign with com- 
plete carry through will build sales vol- 
ume and profits because foreign buyers 
know, and look to Hitchcock’s Export 
Sales Catalogs for their buying infor- 
mation. Issued in three sections .. , 


Agricultural, Construction 


. . . and in three editions, Spanish, 


Portuguese and English languages. 


HITCHCOCK 


PUBLISHING COMPANY 


544 South Dearborn Street, Chicago 5 


Telephone: HARrison 6040 
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Seals of Approval 
Code to be Okayed 
by ASA This Week 


(Continued from Page 1) 


been developed by a qualified 
trade association, agency, society 
or other organization of national 
scope engaged in standardizing 
activities; otherwise they should 
preferably be arrived at through 
competent consumer, producer and 
general interest participation.” 


Recurrent Examinations 


“In general, certification is to 
be considered as of a continuing 
nature which, to be justified, shall 
require that sampling examination 
be recurring, periodic, systematic, 
and adequate in extent,” the code) 
states. “Certification shall be upon 
the responsibility of a qualified 
trade association, testing agency, 
society, or other nationally recog- 
nized organization. The testing 
agency shall be of demonstrable 
independence and competence in 
the field involved.” 

Since American Standards, 
through long usage and general 
acceptance, may possibly acquire 
legal standing even though there 
are no provisions for other than 
voluntary compliance, the ASA 
apparently is seeking to avoid any | 
responsibility for guarantees made 
under the standard. The foreword | 
states that “it is especially re-| 
quested that in any use of this) 
standard no reference be made to 
the American Standards Associa- | 
tion that will appear to make the_ 
association responsible in any way | 
for the operation of the plan in) 
question.” 


ABC Adds WBKB 
to Video Lineup 


New YorK—American Broad- | 
casting Company became the first | 
network to program television | 
shows for five outlets when'| 
WBKB, a Balaban & Katz station | 
in Chicago, on July 10 began tele-| 
vising a two-hour ABC presenta- 
tion of boxing and _ wrestling! 
matches weekly from Chicago's | 
Rainbo Arena. 

American has completed plans 
to televise over WBKB its Chi- | 
cago-originated network shows, | 
including “Breakfast Club” and) 
“Quiz Kids,” starting in late! 
August. 

The network already was pro- 
gramming shows over WABD, 
New York; WRGB, Schenectady; | 
WPTZ, Philadelphia, and by co-| 
axial cable from WTTG, Washing- | 
ton. 

Meanwhile, ABC signed the 
Gertz Department Store, Jamaica, | 
N. Y., as sponsor of a series of) 
four weekly video programs star- 
ring “The Fitzgeralds,’ husband-| 
wife breakfast chatter team, on 
WABD. The series opened July | 
9. Gertz is the first department | 
store other than John Wanamaker | 
to sponsor a program on WABD, | 
the DuMont station, which has| 
studios in the Wanamaker store. 


Record Studios to Move 


Record Studios has leased the | 
entire sixth floor of the William- | 
son building, 605 W. Washington | 
Blvd., Chicago. The staff will 
move to its new location around 
Sept. 1, after remodeling is com- 
pleted. 


CBS Shifts Two 


Grant Theis, recently released 
from the Navy, has returned to 
CBS as a member of the radio 
sales promotion department. He 
replaces Peyton Auxford, who has | 
been transferred to the promo- 
tion service for Columbia- owned 
stations. 


Walter Davenport 


Named ‘Colliers’ Editor 


Walter Davenport, an associate | 


editor and featured writer on Col- 
lier’s since 1925, has succeeded 
Henry La Cossitt, who resigned as 
editor of the magazine. Mr. Dav- 


/enport was active in Collier’s cru- 
| sade against prohibition in the ’20s 


and early ’30s, and acted as war 
correspondent for the magazine 
during World War II. 

Mr. La Cossitt joined Crowell- 
Collier as fiction editor of The 
American Magazine, then became 
successively managing editor and 
editor of Collier’s. 


Canadian Admen Elect 


T. L. Anderson, vice-president 
and managing director of Cock- 
field, Brown & Co., has been elect- 
ed president of the Canadian As- 
sociation of Advertising Agencies. 


|Hector Fontaine, president of 
| Canadian Advertising Agency, and 
| Harry M. Tedman, vice-president 
and managing director on d. J. 
Gibbons, have been elected vice- 
president and secretary-treasurer, 
respectively. 


Shanghai Station Starts 


The only commercial station in 
China, Station XORA, Shanghai, 
owned and operated by the Cen- 
tral Broadcasting Administration 
of the Central Government of 
China, has begun operations. The 
station is exclusively represented 
in the United States by Howard C. 
Brown Company, Hollywood. 


Ted Sills Moves 


Theodore R. Sills & Co., public 
relations counselor, has moved its 
Chicago office to Suite 1020, 39 S. 
LaSalle St. 


} 


| 


‘People Are Funny’ 


Gets 6-Year Contract 
Although the old contract had 
one year to go, Brown & William- | 
son Tobacco Corporation, Louis- | 
|ville, has signed a new six-year | 


‘contract with John Guedel Radio 


Productions at a higher price for | 
“People Are Funny,” starring Art 
Linkletter on NBC. The new con- 
tract, which will start Sept. 20, 
was ‘handled by Russel M. Seeds | 
Company, Chicago. 


Issues War Headlines 

‘“‘Headline History of the Second 
World War,” 11x14-inch paper- 
bound book issued by the Mil- 
waukee Sentinel, contains repro- 
ductions of 96 significant wartime 
front pages of the Sentinel, with 
two-color maps of the European 
and Pacific theaters and a com- 
plete chronology. 
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‘Magazine Changes Name 
Improvement Bulletin, published 
by Chapin Publishing Company, 
| Minneapolis, has changed its name 
|to Construction Bulletin, with the 
{format remaining the same. 


MAIL ORDER 
ADVERTISING 


‘WITH “G UTS” 


mail order advertising and 


| 


From now on, 


direct mail will have to work harder! Pretty 
pictures, smart aig ogg engravings 
alone won't sell it. "Ih take headlines and 


copy with "GUTS" —ideas and careful plan- 
ning—to make ‘em want what you have to sell 
instead of what your competitor pon to sell 
them. Get our story! Serving vr mail, coast 
to coast in United States and Canada. 


LES L. FINKLE ASSOCIATES . 


408 South Spring, Los Angeles 13, Calif. 


‘The Sun is my newspaper. . . 
interesting, stimulating..." 


TELEVISION EXECUTIVES .. . progressive minds busy now helping 
make the world of tomorrow .. . carefully laying the foundation for 
perfection of the device that will revolutionize entertainment and 
educational values . . . these men must be well informed and alert. 
Their evening paper is The Sun for news coverage, for editorial 
opinion, for business reports. Their judgment further corroborates 
the findings of the L. M. Clark organization's independent research 
that rates The Sun "one of America's best read metropolitan dailies." 


DR. ALLEN M. DuMONT, President 
Allen B. DuMont Laboratories, Inc. 


“T have been a daily reader of The Sun 
since 1924 and my father used to read it 
before that time. It gives complete cover- 
age of the general news and has a very 
good financial and sports page. I like 
David Lawrence’s column and George 


Sokolsky very often ‘hits it on the nose. 


>? 


The 


DR. C. B. JOLLIFFE 


Executive Vice-President in charge of 


RCA Laboratories Div. 
Radio Corporation of America 


“The Sun is my evening paper, I read it 
every day. It gives a dignified presenta- 
tion of the news and is the type of paper 
you like to have in your home. Your edi- 


torials are interesting and 


NEW YORK 


Represented in Chicago, 
Angeles by Williams, 


Detroit, 


San, Francisco and Los 


Lawrence & Cresmer Company; in 


Boston, Tilton S, Bell. 


stimulating.” 


THE SUN COUNTS WHERE OPINION COUNTS 
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Senator Mitchell 
Hits $21,000,000 
WAA Ad Campaign ° 


(Continued from Page 1) 


offering of a Velasco, Tex., mag- 
nesium plant as a springboard, he 
roared in a letter and accompany- 
ing press release that WAA “ought 
to collect cost and production data 
before it uses full-page display to 
tell the world about available 
plants. The daily readers of 
these newspapers are not going to 
buy magnesium plants costing in 
the millions on the basis of news- 
paper advertisements. For the 
cost of one ad, WAA probably 
could have made a complete en- 
gineering and economic. study 
which would have real meaning to 
a prospective aperator.”’ 

Sen. Mitchell felt his criticism 
justified a conclusion that WAA 


| advertising suffers from “armchair 
|direction.” Since the appropria- 
tion for the 1946 program has yet 
to clear the Senate, his hostility 
was a matter of real concern at 
| WAA. For the moment, WAA had 

i comment as it carefully docu- 
mented evidence that engineering 
= had been made of all gov- 

nment plants by RFC as far 
pate as two years ago. 

To the public, the Senator is 
best known as the uncorruptible 
Mead committee member who tes- 
tified that he turned down a $5,000 
bribe from the Erie Basin war 
contractors. 


‘First Things First’ 


Mitchell, who faces a_ tough 
campaign for reelection this fall, 
claims that WAA was_ unre- 
sponsive when he suggested many 
months back that it make studies 
of the Tacoma and Wenatchee 
plants. He says he favors the use 
of advertising to move plants 
quickly, “but first things ought to 
come first.” 

The ad for the Velasco plant 


War Assets ApMINISTRATION 
OFFICE OF REAL PROPERTY DISPOSAL 


UNDER FIRE—War Assets advertising, 

like this full page in the Washington 

Post, is drawing fire from congressional 
sources. 


appeared in general newspapers in 
Dallas, Fort Worth, Houston and 
Washington, as well as a list of 
trade and business papers and 
news weeklies. Informally, WAA 


personnel suggested that inser- 
tions in Washington papers were 
directed at the number of business 
agents residing here who might 
develop interest in the offering 
among small business men and 
newcomers who do not ordinarily 
appear on a prospect list. 


Maclean-Hunter Changes 


Trim Size of 19 Papers 

Because of the paper shortage, 
Maclean-Hunter Publishing Com- 
pany, Toronto, has changed the 
trim size of 19 of its business 
papers to 8%4x11% inches and 
bleed plate size to 83gx11% inches. 

The list includes: Bus & Truck 
Transport, Canadian Automotive 
Trade, Canadian Aviation, Cana- 
dian Grocer, Canadian Hotel Re- 
view & Restaurant, Canadian Ma- 
chinery, Canadian Paint & Varnish 
Magazine, Canadian Shipping, 
Canadian Stationer, Drug Mer- 
chandising, General Merchant of 
Canada, Hardware & Metal, In- 
dustrial Progress, L’Epicier, Le 
Prix Courant, Modern Power & 
Engineering, Painting & Decorat- 
ing Contractor, Plant Administra- 
tion and Sanitary Engineer. 


In Philadelphia, Too— 


It Takes the Right Combination 


aes-a- Paypin 


to Keep “/ 


On the evidence of their uproarious stage antics, 
Ole Olsen and Chic Johnson are harum-scarum, 
barnstorming show people of a dye as deep and loud 
as the costumes they wear. 


But offstage, 
ness men . 


as merchandisers 


they are eminently successful busi- 


“solid citizens” who regard themselves 


of entertainment. 


What’s more, the Messrs. Olsen and Johnson 
will be the first to tell you that the fame and fortune 
they have achieved are attributable to thirty-one 
years of working 


together as a combination. 


ext 


Photograph by permission of Olsen and Johnson 


S 


In merchandising, as on the stage, the “right 
combination” pays off every time. Take Philadel- 


phia, for instance. 


Either of the Quaker City’s two conservative 


dailies will give you access to the conservative seg- 


ment of America’s 3rd Market. 


Only The Record 


reaches the liberal segment of the 3,874,000 popula- 
tion of this $5 billion trading center. 


Hence, the right combination to sell Philadel- 


phia, as advertisers well know, is “The Record — 


and One Other.” 


PHILADELPHIA RECORD 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland 


278,888 DAILY - 600,705 SUNDAY 
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Quotas, Supplies, 
Prices Unchanged 
at Furniture Show 


(Continued from Page 1) 


ing, Pa., furniture store represent- 
ative added, “but it’s only the 
cheaper type of furnishings we can 
pick up. When we make any 
changes, it’s the better quality 
stuff we want. In this business, 
the buyer is always the sucker. 
The manufacturer won’t advertise; 
we have to do it. But anyway, it’s 
a chance to take a trip. And we 
get to see our suppliers.” 

This offhand summary checked 
with more formal expressions this 
week by mart officials and official 
spokesmen for home furnishings 
associations, manufacturers and 
buyers. Quotas are still in effect. 
Prices remain the same. Shortages 
in case goods, appliances, bedding 
and other lines vary from “worse 
than ever” to “normal by fall.” 


Few New Products Shown 


Although many of the 10,000 
salesmen at the display spaces are 
busy filling their order blanks, 
most of this is merely quota sell- 
ing and most of the rest is being 
done by companies with cheaper 
furniture to sell, by newcomers in 
several fields and by the lamp 
companies, whose supply position 
has rather suddenly improved. 
Few new products have been in- 
troduced. 

Where many had come expecting 
that frantic buying and selling, as 
a result of OPA’s demise, would 
dominate the market picture, for 
many it was advertising that domi- 
nated the picture on the opening 
day, Monday. Both buyers and 
sellers prevented any change in 
the price picture. Buyers fear they 
will lose money if the OPA returns 
and catches them with wares pur- 
chased at high prices. Many manu- 
facturers are taking orders at 
prices prevailing at time of deliv- 
ery, although buyers are reserv- 
ing the right of confirmation or 
rejection a short time before ac- 
tual shipments. The still unde- 
cided fate of OPA prevents price 
increases on future deliveries — 
manufacturers do not know how 
high to set prices now to cover in- 
creased costs that may develop. 


Launch Ad ‘Institute’ 


For about 500 retailers, the 
launching Monday of the Retail 
Furniture Advertising Institute 
was the highlight of the day. This 
consisted of a lavish reception, 
dinner and stage show held at the 
Stevens Hotel to introduce the 21- 
point advertising service for home 
furnishings dealers conceived by 
two young New York agency men. 

As explained by elaborate, full- 
color booklets and an hour-and-a- 
half stage presentation featuring a 
dozen Chicago models and several 
New York radio actors, the new 
institute is a commercial venture 
offering comprehensive sales pro- 
motion plans and material to re- 
tailers. The institute is a divi- 
sion, in fact, of Royer & Rogers, 
New York art and layout agency, 
and its president is Francis H. 
Royer of the agency. Marvin 
Joffee, managing director of the 
institute, was a partner of a New 
York direct mail advertising 
agency, Shiller & Joffee, before 
serving as an Army pilot in the 
war. 


Joffee Explains Service 


_ Mr. Joffee said that retailers 
who participate in the institute 
| ovaanm will receive, by paying 
|$75 a month, complete advertising 
|counsel service on newspaper, ra- 
dio, window display, car card and 
|other advertising, and preparation 
|and production of promotion ma- 
‘terial. Members will pay addi- 
‘tionally, on a pro rata basis ac- 
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cording to the amount of material 
each uses, for the cost of building 
displays or producing finished pos- 
ters, mats and radio spots. 

The organization now has 112 
retail members and will begin op- 
eration Aug. 1, Mr. Joffee re- 
vealed, adding that the maximum 
number that can be handled will 
be 450 stores, because of difficulty 
in maintaining a large staff and 
the policy of limiting membership 
to one store in any city. Several 
transcribed spots have already 
been prepared and will cost the 
retailer a maximum of $15 for a 
series of 10. A five-day-a-week 
series of 15-minute “open end” 
radio programs will be prepared 
later. 

Although Mr. Joffee said the 
institute program has the blessing 
of executives of the National Re- 
tail Furniture Association, it was 
said at the NRFA headquarters 
that the association has taken no 
stand on the institute. The NRFA 
does not provide advertising as- 
sistance for its members, most of 
whom rely heavily on local news- 
papers and other media for as- 
sistance in preparation of promo- 
tion. 


Few Manufacturers Advertise 


Dealers who express annoyance 
that few manufacturers of furni- 
ture, baby carriages, lamps and 
other furnishings bear their proper 
share of the advertising load, 
found little evidence at the market 
that many manufacturers intend 
to go outside the trade publications 
to boost their products. 

A representative of Thomasville 
Chair Company, Thomasville, N. 
C., largest company in the bed- 
room and dining room furniture 
field, explained his company’s re- 
luctance to advertise to consum-. 
ers on the ground that it would 
interfere with sales to customers 
in individual markets. He said 
that the company turns out many 
lines and styles; that in single 
markets competing firms buy sep- 
arate lines from Thomasville Chair, 
and that, if national advertising 
of the manufacturer’s name began, 
it would prevent the company 
from selling to more than one re- 
tailer in each market. 

Many dealers also fear that with 
widespread national advertising of 
furniture might come price ad- 
vertising. This point is partic- 
ularly disturbing to dealers, whose 
average markup is 100% on furni- 
ture. 


Kroehler Boosts Promotion __ 


The opposite position in the fur- | 
niture field is taken by Kroehler | 
Mfg. Company, Naperville, IIL, | 
largest manufacturer of furniture | 
in the nation, which this week an- | 
nounced a large expansion in its 
national ad_ plans. Next fall | 
Kroehler will use 11 magazines to | 
promote its “Cushionized” lines, | 
particularly new “American, 
Trend” sets of smaller, more eco- | 
nomical styles for young home | 
owners. Four full-color page ads! 
will run this fall on a once-a-week | 
schedule, starting Aug. 31 in| 
The Saturday Evening Post. 

Kroehler will later build large | 
new dealer displays, featuring a} 
revolving platform with a chair | 
cut in half to show the structure. | 
The company will continue its pol- | 
icy of not sharing local space and | 
time costs, but has prepared a 
series of transcribed radio spots, | 
four-color car cards and news- | 
paper mats. Continuous checks are | 
made on dealer use of company | 
mats, and salesmen receive bi-| 
weekly reports on dealer adver- 
tising. 


Shortages Vary 


Kroehler last week completed a. 
$100,000 remodeling of its large | 
showrooms at the Furniture Mart. | 
Its production has increased this | 
year, with fabrics and wood in fair | 
supply but steel wire for springs 
holding up output somewhat. Oth- 
er furniture companies report) 
their dollar volumes close to 1942 


levels, although production vol- 
ume has not averaged nearly so 
high compared with 1942. 

Shortages reported most serious 
are those of ticking, which has 
forced several bedding manufac- 
turers to close temporarily; hard- 
wood, for dining room and bed- 
room suites, and wood for radio 
cabinets, juvenile furniture and 
many other lines. Chief shortage 
bothering ironer and washing ma- 
chine manufacturers is that of 
wiring. Manufacturers agree that 
dining room sets are hardest hit 
by shortages and probably will be 
in very short supply for another 
year. 

Among the new lines shown are 
aluminum-and-plywood dining 
room suites, priced at $43.50 to 
$90 to retailers, by Reynolds Met- 
als Company; new furniture fea- 
turing sponge rubber upholster- 
ing and Koroseal (B. F. Goodrich 
plastic) covering, by Dunbar Fur- 
niture Mfg. Company; Apex Ro- 
tarex Corporation’s new automatic 
launderer, featuring a bouncing 
basket, which will not be ready 


for distribution until the end of 
the year, and the Vornadofan, a 
new type of air circulator for 
home and industrial use, made by 
O. A. Sutton Corporation, Wichita. 


CHARLES E. CROCKETT 


SouTH BEND, INp.—Charles E. 
Crockett, secretary and’ treasurer 
of the South Bend Tribune, died 
July 5 in Memorial Hospital here, 
of coronary thrombosis. He would 
have been 70 on Aug. 8. Son of 
Elmer Crockett, one of the paper’s 
founders, Mr. Crockett joined the 
Tribune after his graduation from 
Wabash College as a reporter, be- 
ing shifted later to the business 
management. He became secretary 
in 1898, and treasurer in 1901. 


THEODORE W. NOYES 


WASHINGTON — Theodore W. 
Noyes, editor of the Washington 
Star, died at 88 after a long ill- 
ness. Eldest son of Crosby Noyes, 
a co-owner and editor of the Star, 
Mr. Noyes became a reporter on 
the Star in 1877. Except for an 
interruption between 1883 and 


1887, when he practiced law in) 


the Dakota Territory, he had been 
with the newspaper all his life, 
as associate editor from 1887 to 
1908, then as editor in chief until 
the time of his death. - 


CLARENCE A. LITTLE 


ROCHESTER, N. Y.—Clarence A. 
Little, advertising representative 
here for Hide & Leather & Shoes, 
Physicians’ Bulletin and other 
business papers, died of a heart 
attack in Rochester Hospital 
July 2. 


Linck Appoints Fader 


O. E. Linck Company, Mont- 
clair, N. J., has appointed the 
Franklin Fader Company, Newark, 
to handle advertising of its TAT 
line of insecticides in the agricul- 
tural market. 


Joins Diamond Match 


Richard F. Cullum, formerly 
with The American Weekly, has 
joined the book match sales divi- 
sion of the Diamond Match Com- 
pany, Chicago. 


67 
Plug Hometown Papers 


Publishers of hometown daily 
newspapers in 11 western states 
have launched a new campaign 
using full pages in the advertising 
press to present a picture of the 
sales opportunities in hometown 
markets outside the six largest 
cities in this area. The ads pre- 
sent census figures to show that 
the hometown daily newspaper 
market covers 67% of total sales 
of all reported products in the 11 
western states. McCann-Erickson, 
San Francisco, handles the ac- 
count. 


ZMB Joins Mutual 
Station ZMB, Hamilton, Ber- 
muda, has joined Mutual Broad- 
casting System, bringing MBS’s 
total number of stations to 323. 


**3033 Retailing Ideas ’’ 


New, Enlarged 1946 Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory — advertising, merchandising, selling, 


+ “he de ee 


display, administrative nearly every line. For 
manufacturets, distributors, sellers consumer 
g " 8 by colleges, schools, public 
libraries, advertising agencies, newspapers. 


5%x8, 306 Pgs., 40 Chpt. $3.50 ppaid. 
E. LYONS, Publisher, Pittstown 3, N. J. 
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DVERTISING MUST APPEAR 
IN YOUR OWN HOME 


@ @ @ 700,000 CIRCULATION GUARANTEED 
@ @ @ NO CHARGE FOR COLOR 
@ @ @ NO CHARGE FOR PLATES 


Here’s a magazine which promptly hit the jack-pot. Why? Because 
it is practical, down-to-earth, honest. 


The home happiness it sells has a moderate price-tag. Attainable 
dreams, feasible ideals, realistic advice is the formula. 


*Personal Note: If you are handy with tools, enjoy wood-working and like to 
make things after-hours relaxation, get a load of the “how-to-make” suggestions 


complete with working diagrams! 


ee “That would be lovely if we ever 4 


ing comment. . 
often pay-off. 


away. 


write now — or phone! 


had plenty of money” is flatter- 
. but does not 


“Why, John! This is something we 
can get right away”. . . 
register comment which moves 
materials and products—right 


is cash- 


OUR OWN HOME is an instant success 
because it gives readers among other 
features, complete sketches and floor plans 
for small houses, financing plans, advice on 
insulation, talks on interiors, equipment. 
gardens, remodeling, materials, appliances 
— everything for home-building — every- 
thing for home beauty — everything for 
home efficiency, comfort, security. 


You have only to read a copy of YOUR 
OWN HOME to see why it is an instan- 
taneous hit with the great majority — fami - 
lies ready right now to spend more than a 
billion dollars on homes and equipment. 


With your sample copy*, we'll send rate 
card, Space reservations now being made 
for September and subsequent issues. Better 


YOUR OWN HOME 


60 East 42nd Street, New York City, N. Y. 


MUrray Hill 2-4912 
360 N. Michigan Avenue, Chicago, Ill. 


Central 6269 
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GENIUS AMERICANUS 


Of this man, who has been Architecture’s greatest single 
influence for 40 years, Alexander Woollcott once said: “If 
I were suffered to apply the word ‘genius’ to only one living 
American, I would have to save it up for Frank Lloyd 
Wright.”’ Even in a brief portfolio of his work,* Wright’s 
adventurous spirit fairly bursts from the pages. 


Neverhas there been such a time fora builder, fora nation 


*See “Wright's Houses,” p. 116, FORTUNE, August, 1946 


No. 6 in the “*Men of Adventure” series 


of builders. And the world can be thankful that the Ameri- 
can creative genius is well matched by American Industry. 

As the Special Reporter of today’s adventure toward a 
more widely industrialized civilization, FORTUNE brings 
to both readers and advertisers the one full story of its 
continuing progress—with the most mature business per- 


spective and editorial experience in U. S. publishing. 
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Advertising Age, July 15, 1946 


PHOTOGRAPHIC REVIEW 


~~ 


POINTS WITH PRIDE—Don Lee Broadcasting System's newest orthicon tele- 

vision camera is shown to visiting FCC executives by Lewis Allen Weiss, left, 

vice-president and general manager of the net. Looking on are Harry M. Plot- 

kin, assistant general counsel of the FCC, Washington, and John Hearne, San 

Francisco regional attorney of the commission. At right is Fred Mueller, W6XAO 
Don Lee television staff member. 


HOME PLANNERS—Merle McHattie, home planning clinic director, Herpol- 

sheimers, Grand Rapids; Mary Seaman; Rinaldo S. Hayes, home planning center 

director, Gimbel Brothers, Philadelphia, and Fred O. Bohen, president of Mere- 

dith Publishing Co., took part in Better Homes & Gardens’ home planning clinic 
in Des Moines. (Story on Page 58). 
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FETE 'FESTIVAL' DEBUT—Don Searle, vice-president of ABC's western division 
gave a buffet supper at the Brown Derby following the first West Coast broad- 
cast of the "Ford Festival of American Music" June 30. Helping to celebrate 
were, left to right: Neil Mulhern, ABC account executive from Detroit; Nelson 
Bowe, manager of Ford's western division; William B. Lewis, Kenyon & Eckhardt 
vice-president in charge of radio; Anne Jeffreys, RKO starlet, the show's first 
guest; Ben Donaldson, advertising manager of Ford Motor Co.; John Swallow, 
Pacific Coast radio director of ae — George Zachary, agency producer of 
the show. 
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Beer, the light refreshment beverage 
of millions of temperate people... ay 


pe. 


Olsompia Brewing Company of 
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REFRESHMENT—Olympia Brewing Co., Olympia, Wash., emphasizes the ''tem- 
perate" theme in this poster, which is on view in Seattle. 


AT PACKAGING MEETING—Executives of the Flexible Packaging Institute, 

which met in Chicago recently, are left to right: J. A. C. Kavanagh, director; 

Gordon H. Friend, president; Stanley B. Wildrick, of Wildrick & Miller, sales 

and advertising counselor, and Edward M. Rickel, chairman of public relations 
of the institute. 
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HISTORY OF GLASS—Libbey Glass 
Company will dramatize its 128-year his- 
tory in a magazine campaign starting 
in mid-summer through J. Walter 
Thompson Company. 


TAKE YOUR PICK—Art Directors Club 
of New York president Paul Smith, of 
D'Arcy Advertising Co., hands a pick- 


axe to William A. Adriance, Brooke, 

Smith, French & Dorrance, chairman 

of the club's committee to establish a 

Museum of Advertising Art, working 

in collaboration with the National So- 
ciety of Art Directors. 


10 CE BRATE CLARPS 25 aNnivensapr...YOU CAN ope 


_ A BEAUTIFUL, BIG STUDIO 
PHOTOGRAPH OF YOUR CHILD 


A KiB SE vate 


eG cunrt’s easy ro00s 


TWO.-CITY TEST—Clapp's baby food 
division of American Home Foods, 
Inc., New York, ran this single shot 
1,000-line premium offer in the Bridge- 
port Post-Telegram and Harrisburg 
Evening News the week of June 24 to 
celebrate the 25th anniversary of 
Clapp's baby foods. Young & Rubicam, 
New York, is the agency. 
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‘THE WAY WE LIVE'—Pepperell Mfg. Co.'s largest drive will start next month 

with the first of a series of brilliantly colored, highly detailed series of ads in 

women's magazines for its sheets and other fabrics. It is part of a “four-in-one" 
campaign, handled by Benton & Bowles. 


CLASSIFIED—New officers of the Association of Newspaper Classified Adver- 
tising Managers, snapped after their meeting in Boston are Leslie J. Cummings, 
Vancouver Daily Province, president, and Herbert W. Tushington, Camden 


Courier-Post, first vice-president, seated. Standing are Fred R. Ellis, Ann 

Arbor News, treasurer; Felix S. Towle, New York, general manager; Charles W. 

Horn, Los Angeles Examiner, second vice-president; and James H. Shelp, 
Houston Chronicle, secretary. 
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THE OLD RAZMATAZ—Maybe this slaphappy copy for Strykers won't sell soap, 
but it will provide fun for young and old. At top is.a bus card, at lower right a 
two-color newspaper piece, and at lower left, a trade ad. (Story on Page 52). 
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Lever Bros. Buys 
New Air Series 


New YorK—Lever Bros., through 
Young & Rubicam, will put a 
dramatic series, “State Senator,” 
on the CBS network Mondays at 
8:30 p.m. (EDT) starting July 29 
as replacement for the Joan Davis 
show. 

“Hobby Lobby,” a _ half-hour 
CBS show sponsored since last 
August by Anchor-Hocking Glass 
Corporation, will be dropped next 
month in favor of a mystery se- 
riés,-. “Crime Photographer,” 
which has been a network sus- 
tainer for more than two years. 

Bought for Anchor-Hocking by 


7 ARE MORE DISTINCTIVE 


Window and Convention 
Displays, Presentations, 
Posters and Signs. 


i CARLSON SIGN & DISPLAY # 
PHONE WAB. 9111 + 505 S. STATE, CHICAGO 


| William 
|\“Crime Photographer” 
‘over the 
| Thursdays at 9-9:30 p.m. (EDT) 


H. Weintraub & Co.,, 
will take 
“Hobby Lobby” spot, 


beginning Aug. 8. 


Krueger Brewing to B&B 
G. Krueger Brewing Company, 
Newark, has appointed Benton & 
Bowles, New York, replacing 
Compton Advertising as its agency, 
effective Sept. 1. Krueger is cur- 


;rently running a newspaper cam- 
| paign 
for Ambassador beer, a radio spot 
|campaign in the South and New 


in 75 New Jersey dailies 


England for Krueger beer and ale, 
and a newspaper campaign in New 
England. 


Union Bag Names Doyle 
Sales Vice-President 


# | ager before becoming general sales 


|manager in 1934. 


Paid 


'N. Y. Daily News’ 
FM Application 
Faces Battle 


Two Labor Unions, 
Others Oppose It; 
Hearing July 18 


New YorK—If{ the New York 
Daily News gets a license from the 
FCC to operate an FM broadcast- 
ing station, it will do so over the 
vigorous objections of at least two 
national labor unions, the Ameri- 
can Jewish Congress and one or 
more other groups. 

Promises of a concerted effort 
by these parties to defeat the 
newspaper’s request for an FM 
license developed last week as the 
FCC opened hearings here on ap- 


plications of 18 organizations for' business manager, while he was on 


permits to operate FM stations in 
the New York metropolitan-north- | 
'ern New Jersey area. 
| In a session highlighted by pot-| 
'shotting at News editorial policies | 
| by spokesmen for several of the 
‘opposing groups, J. Alfred Guest, 
regional FCC attorney presiding 
over the hearings, set Thursday, 
July 18 as a date for cross-exam- 
ination of News executives by op- 
posing counsel and a general air- 
ing of objections, subject to ap- 
proval of this procedure by FCC 
commissioners in Washington. 

Groups expected to be repre- 
sented in that hearing include the 
American Jewish Congress, the 
AFL Ladies Garment Workers’ 
Union, the People’s Radio Founda- 
tion and the National Maritime 
Union. The two unions and the 
PRF are themselves FM appli- 
cants. 

The Jewish congress, which is 
not an applicant but has injected 
itself into the fight because of al- 
legedly anti-semitic articles pub- 
‘lished by the News, sought to 
| cross-examine F. M. Flynn, News 


les FREE! It's NEW! 
It's USEFUL! 
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the stand last week, but was re- 
fused permission by the FCC ex- 
aminer, 

Mr. Flynn was sharply cross- 
examined, however, by Marcus 
Cohn, counsel for the garment 
workers union, which is seeking 
a license in the name of the Unity 
Broadcasting Corporation. Sniping 
at the paper’s editorial policies, 
over the objections of News coun- 
sel, Mr. Marcus asked Mr. Flynn 
to read aloud the paper’s proposed 
eight “basic program policies” for 
its FM station and to state in each 
case whether these policies—such 
as to “treat all races, colors and 
creeds impartially”—were policies 
now followed by the newspaper. 
Mr. Flynn said some of the pro- 
posed radio policies were News 
policies, some were not. 


Reveals Plans for Station 


In support of News exhibits and 
evidence introduced at the hear- 
ing, Mr. Flynn testified that the 
paper, which “has had 27 years’ 
experience in serving the public,” 
could “round out” its public serv- 
ice through an FM station. The 
paper, he said, would spend around 
$160,000 to install a station atop 
the News building and expects to 
spend between $400,000 and $500,- 
000 to operate it, on an 18-hour 
daily schedule, during the first 
year. Eventually, Mr. Flynn said, 
the management would expect the 
station to carry about 70% com- 
mercial programs. 

At an earlier hearing exhibits 
were submitted in behalf of 
Metropolitan Broadcasting Serv- 
ice, and the WBNX Broadcasting 
Company. Other applicants are: 


Other Applicants 


American Broadcasting Com- 
pany; Amalgamated Broadcasting 
Company (CIO Amalgamated 
Clothing Workers); Debs Me- 
morial Radio Fund, Inc., operator 
of WEVD; Frequency Broadcast- 
ing Corporation; Hearst Radio, 


Inc.; North Jersey Radio, Inc., 
Newark; Radio Projects, Inc., 
Newark; Atlantic Broadcasting 


Company, Newark; North Jersey 
Broadcasting Company, Paterson; 
WLIB, operated by the New York 
Post, and WMCA, Inc:, New York. 

Twenty FM channels have been 
assigned to-the New York and 
north New Jersey areas, and 11 
licenses already have been 
granted. Of the nine remaining 


SEND for this colorful new 
Decal Sign Book... - MOW ! 


cash in on 


It’s packed with suggestions and 
ideas for product promotion and 
dealer identification. See where and 
how America’s leading advertisers 
use Decal point-of-sale signs. The 
Ad-Visor suggests dozens of unusual 
designs and treatments for hundreds 
of products. Learn how you can 
“sidewalk circulation” 
and ‘‘store traffic’’ sales possibil- 


ities with colorful, lasting, low 
cost Meyercord Decals. They offer 
more night and day, ‘“‘out-of-the- 
backroom” points of sale advertis- 
ing value per square inch of cost 
than probably any other medium. 
The supply of Ad-Visors is limited. 
Send for a copy of Meyercord De- 
cal Sign Ad-Visor now. Please 
address all inquiries to Dept. 39-7. 


Executives are invited 
to write for literature on 
Decal nameplates, Decal 
product decorations, 
Truck Decals, as well as 
Decal advertising signs. 
In writing, please use 
company letterhead. 


channels, only five will be allotted 
| at this time unless the FCC drops 
|its proposal to reserve four chan- 
{nels for future allocation. 

| Hearings here are expected to 
continue through this week and 
next. 


Goodrich Stores Test 
Singing Weather Spots 


Singing weather spots, devel- 
oped by Radio Productions, Cleve- 
land, are being used by Interstate 
Creamery Company in 15 mar- 
kets—six in Ohio and nine in 
Michigan. Goodrich stores are 
using them in test markets and 
stations in Indianapolis and South 
Bend have purchased them for re- 
sale locally. 

The spots, an idea of Everett C. 
Jarrett, salesman of Station WHK, 
Cleveland, who is on a contractual 
basis with Radio Productions, open 
with the weather report in rhyme 
and song, followed by the com- 
mercial message, after which the 
weather is repeated. 


Optometrists to Fried 


Drs. DeGloria—Revelli, Oak- 
\land, Cal., optometrists, have ap- 
|pointed Ad Fried Advertising 
| Agency, Oakland, to handle adver- 
\tising. Local radio stations and 
| newspapers will be used. 


Start Classics Service 


Fernald Washburn and Peter J. 

| Barreca have organized an adver- 
'tising and public relations serv- 
ice, Advertising Classics, in 
| Springnes, Mass. Both have been 
\in the advertising field for many 
| years. 
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New Homes Are 


Planned by 15% 
of Omaha Families 


One in Five Has 
Purchased Lot, 
Survey Discloses 


OmaHa—In the greater Omaha 
market 15.4% of the families in- 
tend to build new homes and 
44.9% have already set savings 
aside for the purpose, according 
to the 1946 “Consumer Analysis” 
of the Omaha World-Herald. 

Of families intending to build, 
22.4% expect to complete the con- 
struction this year, while 54.1% 
will build their homes in 1947 and 
the remaining 23.5% will either 
build later or aren’t sure of the 
date. Of the prospective home 
builders, 10.5% expect to pay less 
than $4,000; 44.6% will spend from 
$4,000 to $6,000; 30.1% from $6,000 
to $8,000; 9.4% from $8,000 to 
$10,000 and 4.6% over $10,000. 
While 47.2% have taken no defi- 
nite steps, 7.4% have contacted 
real estate firms, builders or ar- 
chitects, and 17.9% have purchased 
lots. 

The expanded Omaha _ study, 
second annual report by the 
World-Herald, is patterned closely 
after the Milwaukee Journal’s 
“Consumer Analysis,” on which 
the 23rd study was released last 
April (AA, April 29). A com- 
parison of the 1946 figures in both 
markets shows similar results re- 
garding the number of people buy- 
ing products and their brand pref- 
erences, especially where the 
brand has national distribution. 


Expands List of Questions 


The newest World-Herald study 
contains 168 pages, 38 more than 
the initial survey, and 71 addition- 
al subjects are covered. The 
greater Omaha market, includ- 
ing Omaha and Council Bluffs, 
contains an estimated 82,826 fam- 
ilies. 

The Omaha daily discovered 
after the 1945 analysis was issued 
that many of the families ques- 
tioned did not know whether they 
patronized a neighborhood inde- 
pendent store or a United Food 
store. The 1946 question was re- 
worded—and asked for the store 
name or owner’s name—and as a 
result a considerable shift is 
shown in the percentages. 

Neighborhood stores draw 
35.1% of the families as com- 
pared with 42.9% in 1945, while 
United Food stores shot up from 


3.5% to 16.8%. Hinky-Dinky 
stores dropped from 17.1% to 
14.2%; Safeway stores from 


17.15% to 13.8%; Red and White 
stores advanced from 4.3% to 5%; 
A & P stores dropped from 6% to 
3.8%; IGA stores moved up from 
2% to 2.9%; O. P. Skaggs declined 
from 3.7% to 1.6%; and depart- 
ment stores changed only slightly, 
from 0.7% to 1.1% last year. 


Cigarets, Liquor Up 


Saturday remains the favorite 
shopping day, with 49.3% of the 
families buying supplies on Satur- 
day as compared with 52.8% dur- 
ing the previous year. Friday is 


. still the second day, with 33.8% 


going to the stores in contrast to 
36.9% in 1945. An upward trend 
of nearly 7% is noted for Monday- 
through-Thursday food shoppers. 

Cigarets have increased greatly 
in popularity with Omaha buyers, 
the study shows. Of men, 67.1% 
smoke them against 60.1% in 1945. 
Of the women, 31.5% smoke cig- 
arets where only 29.7% did a year 
previously. Men prefer Camels, 
with Lucky Strike the ladies’ fa- 
vorite. More consumers use alco- 
holic beverages, too, with 55.8% 


Last Minute News Flashes 


Pinkham to Switch Copy to Magazines 

LYNN, Mass.—Lydia E, Pinkham Medicine Company, which spends 
more than $1,000,000 yearly to advertise Lydia Pinkham’s Vegetable 
Compound, mostly in newspapers, will switch the bulk of its appro- 
priation to magazines in a campaign to run through October. Two- 
column insertions and some pages will run in 40 women’s magazines, 
Parade, and about 20 newspaper supplements. Three-column ads will 
appear in the eastern section of Pictorial Review. Eighteen-line re- 
minder copy will be scheduled in newspapers. Another campaign will 
be launched in January. Erwin, Wasey & Co., New York, is the agency. 


Goldman & Gross Dissolved: New Agency Formed 


CuIcaco—The co-partnership of Goldman & Gross, 


advertising 


agency with offices at 221 N. LaSalle St., has been dissolved, as of 
June 30. A new agency, H. M. Gross & Co., has been organized with 
Harold Gross as president, and Milton H. Schwartz, who has been 
vice-president of Foote, Cone & Belding, as executive vice-president. 
David W. Goldman has joined Walter L. Rubens & Co. as vice-presi- 


dent. 


Ames to Make Kitchen Cabinet Line for G-E 


San Francisco—General Electric Company has awarded a contract 
to W. R. Ames Company, San Francisco, to manufacture a complete 
line of all-metal kitchen cabinets for the western market. Ames will 
supply all of G-E’s requirements for seven western states. Long Ad- 
vertising Service handles Ames advertising. 


Daily Trims Name to ‘Minneapolis Star’ 
MINNEAPOLIS—The Minneapolis Star-Journal and Tribune Company, 
after a survey of public preference, has shortened the name of the 
evening Minneapolis Star-Journal to the Minneapolis Star, effective 
July 15. Name of the Minneapolis Tribune, morning and Sunday, is 


unchanged. 


Parke, Davis Appoints Frohlich Agency 
Detroit—Parke, Davis & Co., pharmaceutical house, has shifted thé 
major portion of its account from Young & Rubicam to L. W. Froh- 
lich & Co., New York agency. Frohlich will handle all products except 
endocrine preparations, handled through Murray Breese Associates, 
New York, and animal industry products, handled by K. E. Shepard 


Advertising, Chicago. 


Dirigible to Promote Block-long Ford Slogans 
Detro1it—Ford Motor Company has contracted with Douglas Leigh, 
New York, for use of a dirigible to carry block-long “Ford’s Out 
Front” and “There’s a Ford in Your Future” slogans on a regular 
schedule over New York, Baltimore, Philadelphia, Hartford and Wash- 


ington. 


Biow Adds Schick Razor Magazine Ads 


New YorK—Eversharp Magazine Repeating Razor Corporation’s 
magazine advertising for Schick men’s razors will move over to Biow 


Company in November. 


Biow previously handled radio and news- 


paper advertising for Schick. The advertising for a new women’s 
razor, scheduled to break early in 1947, will be placed by J. M. 


Mathes, Inc. 


Simmons to Resume Electronic Blanket Ads 
Cuicaco—Simmons Company will resume advertising for electronic 
blankets (AA, Dec. 24, 1945) this fall, with insertions scheduled for 
American Home, Better Homes & Gardens, Life and The Saturday 
Evening Post in September, through Geyer, Cornell & Newell, New 


York. 


as against 52.7% in 1945. Men 
prefer whisky, with Schenley the 
favorite brand. 


Commerce Offers 
Industry Guide 


WASHINGTON—A guide for evalu- 
ating an area’s' resources for 
industrial development in the post- 
war competition to add new in- 
dustries or replace wartime pro- 
duction activities was offered by 
the Department of Commerce this 
week to planning commissions, 
chambers of commerce and civic 
groups. 

According to the department’s 
Office of Small Business, there are 
14 basic factors governing indus- 
trial evaluation of plant location. 
These include: location of pro- 
duction material; labor; sites; 
power; water; industrial fuel; 
transportation facilities; proximity 
to market; distribution facilities; 
favorable competitive position; liv- 
ing conditions; compatible laws 
and law trends; reasonable tax 
rates, and climate. 

Whether these factors are of pri- 
mary or secondary importance to 
industry groups is shown in a 
chart listing 73° industries. The 
divisions of each industry also are 
shown in a key list. 

While the guide may be used to 
appraise the advantages of any 
area, results of the appraisal may 
be checked with the area devel- 
opment division of the Office of 
Small Business, which will offer 
suggestions indicated by the in- 
dividual local situation. The divi- 


sion believes use of the guide will 
be especially helpful in eliminat- 
ing industries which demand basic 
factors that cannot be offered by 
a particular area. 


Realtor Hopes to Sell 


Home Sites Via Video 
New YorkK—Walter T. Shirley, 
Long Island realtor who frequent- 
ly uses full pages in New York 
newspapers to promote his Mastic 
Acres development, was reported 
this week to be conferring with 
DuMont television executives on 
the possibilities of televising his 
property offerings as a means of 
interesting prospective buyers. 
Television will be an important 
medium for selling real estate in 
the future, Mr. Shirley believes, 
because it will enable potential 
buyers to see homes and sites 
without actually traveling to their 
locales. Video tests of a model 
home may be conducted soon to 
experiment with the immediate 
possibilities of such a selling series. 


Richey Joins R&R 

Thomas W. Richey has resigned 
as account executive on the Bor- 
den Company account at Young & 
Rubicam to join Ruthrauff & Ryan, 
New York, where he will special- 
ize in food and grocery accounts. 
Mr. Richey was associate adver- 
tising manager of Standard Brands 
before joining Y&R. 


Boosts Ad Rates 


Effective with the November, 
1946, issue, Town & Country, New 
York, will increase its basic page 
rate from $550 to $800. 


Texan Plans His 
Own Hollywood 


DaLLas—Texans, who accord- 
ing to other Texans, can do any- 
thing, are shining up another star 
for the crown. It will be for 28- 
year old Jack D. Wrather Jr., heir 
to a Texas oil fortune who is busi- 
ly organizing a Hollywood of his 
own complete with radio and 
movie installations. 

With the formation of Wrather 
Productions, Inc., this former Ma- 
rine is pushing ahead plans for a 
million dollar movie tentatively 
entitled “Turning Point,’ written 
by Wrather about his father’s life 
and success in the Texas oil fields. 
The star will be still another 
Texan, Don Castle, University of 
Texas classmate of Wrather’s. 
Joan Crawford, oblivious to the 
glory of Texas, turned down the 
feminine lead including $200,000 
and 25% of the profits because she 
didn’t think the role suited her. 

In addition to the major produc- 
tion, Wrather has begun the first 
of a series of 16-millimeter educa- 
tional films for the American As- 
sociation of Electric Utilities. Cur- 
rent plans, he announced, include 
a wide schedule of educational 
films for industries in Texas and 
the Southwest. 


Applies for Stations 


His plans to enter broadcasting 
ran into a snag when he found 
that existing stations were priced 
too high. Now he plans to build 
a group of his own. Applications 
to the FCC are being prepared. 
Among other things, he is plan- 


ning to acquire a racetrack in the 


71 


Southwest but so far he has not 
disclosed the location. 

At his main office in the Mer- 
cantile Bank Building, Dallas, 
John H. Hicks Jr. is vice-president 
in charge of advertising and sales. 
Hicks, also a veteran, was former- 
ly national advertising manager 
of the Houston Post. Wrather’s 
Hollywood contingent includes 
Jim Jordan Jr., son of Fibber Mc-~ 
Gee. Henry Rogers, Hollywood, is 
handling Wrather’s personal pub- 
licity. 


Five Appoint Sterling 


Henry H. Sterling, Inc., Los An- 
geles, has been appointed to han- 
dle the advertising of Glasscraft 
Mfg. Company, manufacturer of 
glass and plastic ornaments; Plas-. 
tic Specialties Company, producer 
of styron cigaret cases, compacts, 
and other plastic items; Sherman- 
Bertram, Inc., maker of custom 
designed modern home furniture; 
Nu-Arts Company, manufacturer 
of lucite novelties and gift items, 
all located in Los Angeles, and 
Dale McCorkle Company, Holly- 
wood, maker of barbecue forks 
and other household and novelty 
items. 


Steinmetz Adds Duties 


Milton D. Steinmetz, manager 
of the railroad sales department 
of Snap-on Tools Corporation, 
Kenosha, Wis., a position he will 
continue to hold, has been ap- 
pointed to the newly created posi- 
tion of industrial sales manager. 


Prints Anniversary Book 


A 228-page paper bound book, 
entitled “The Milwaukee Story, 
The Making of an American City,” 
has been published by the Mil- 
waukee Journal in connection with 
the city’s hundredth birthday cen- 
tennial. The book sells for 75 
cents. 
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1. Because it is the largest, oldest, (since 1938), publica- 
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2. Because it is the only ABC publication in the frozen 
foods industry, with a complete distribution of 8,700 
copies and a paid circulation of 7,300, (as of June 1, 
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by all members of the industry. During 1945 “QUICK 
FROZEN FOODS” handled 1520 inquiries for industry 
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Virtually every important scientific discovery since 


1896 has been recorded promptly . . . accurately 


... Clearly... in The American Weekly. 


As far back as May 25, 1924, The American 
Weekly published an article on atoms, 
“Power Enough in a Glass of Water to 
Drive an Ocean Liner.” 

In 1945, the September 30th through 
November 4th issues of The American 
Weekly carried a series of articles presenting 
the shape of things to come, “The Broken 
Atom—and Our Destiny.” 

1946... Latest in The American Weekly's 
report on the progress and possible benefits 
of the Atomic Age appeared in a pair of 
articles in the June 2nd and June 9th issues, 
“Atomic Medicine—Cure for Cancer, 
Goiter and Leukemia.” 
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Such foresighted reporting is typical 
of The American Weekly. For it is a car- 
dinal rule of this magazine’s editorial 
policy to watch closely every field of 
human interest and progress, and re- 
port it clearly and accurately. 

That is why practically every out- 
standing scientific achievement in the past 
fifty years has been recorded in The Ameri- 
can Weekly. And much of the material it 
prints is obtainable nowhere else at the mo- 
ment, 

This is the type of courageous reporting 
that has made The American Weekly an in- 
stitution in more than 8,000,000 homes 
from coast to coast. For readers of all ages 
know that in this magazine they get infor- 
mation, inspiration and entertainment. 

The confidence and ACTION such edi- 
torial matter produces naturally carries over 
to the advertising appearing in The Ameri- 
can Weekly ... The advertiser gets results! 


The manufacturer who associates his product or his company’s name with such an 
influence is tying in with the most powerful known force in advertising. 
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SOMEONE YOU KNOW MAY BE CURED OF CANCER 


... because of this Magazines Fearless Editorial Policy 


JUNE 2 


In its June 2nd issue The American Weekly said to its 
readers in more than 8,000,000 homes: “Experimental 
treatment in cancer cases through the use of radio- 
active substances is promising . . . BUT UNLESS THE 
GOVERNMENT DECIDES TO USE URANIUM AS A LIFE- 


SAVER—INSTEAD OF AS A LIFE-ANNIHILATOR; 


MEDICAL SCIENCE WILL BE UNABLE TO RESPOND.” 


JUNE § 


Again, June 9th, The American Weekly said: “At the 


great generating ‘piles’ of the atom bomb plants, 
where plutonium is made, there is a tremendous 


quantity of radiation of exactly the kind needed to 
create radioactive iodine or any other element. IT IS 
THERE ALL THE TIME AND IS NOW BEING WASTED 


. . . When the iron curtain of censorship is lifted 
medicine can truly advance to new heights.” 
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STORY 
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“DISTRIBUTED EVERY WEEK WITH A GROUP OF GREAT SUNDAY NEWSPAPERS THROUGHOUT THE UNITED STATES” 
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